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LITTLE BROWN 
JUGS and C ESTS: 
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Ruggedly built with two-piece, deep-drawn 
steel construction, LITTLE BROWN jugs and 
chests have the extra features and quality 
which make them easiest to sell. Check 
these selling points with competitive brands. 


LITTLE BROWN JUGS e Smart styling with modern, two- 
toned baked enamel finish. Also available in stainless steel 
and gleaming chrome marine models. « Extra strong, leak- 
proof steel construction. ¢ Extra thick Fiberglas® insulation. 
e Exclusive recessed wheel-faucet. Half turn fully opens. 
Core removable for easy cleaning. ® Easy-to-clean, white 


vitreous porcelain interior. @ All popular sizes . . . spout or 
faucet models. 


LITTLE BROWN CHESTS e Sculptured, two-toned styling. 

* Rustproof, hot-dipped galvanized interior off-corner sealed = 

to prevent leaks. * Slip-in ice tray, opener, ice pick and out- : — es ASK YOUR JOBBER 
side drain. * Extra thick Fiberglas® insulation * 4 sizes hold ABOUT SPECIAL 


up to 85 lbs. of ice. DISPLAY RACKS 


Also, FREE newspaper 
mats, envelope stuffers 


HEMP AND COMPANY fp meal 
rial to put more “‘sell”’ 
3 MACOMB, ILLINOIS in your own promotion. 


A division of The American Thermos Products Company ORDER FROM YOUR JOBBER 
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MAKES HUNDREDS OF JOBS EASIER and faster. Your customers will use Dragon- 
Skin on holder or as plain sheets—in the hand or wrapped around scrap wood 
to make special tools. Cuts easily with scissors. 


DRAGON-SKIN PRINCIPLE: CUTTERS 
NOT GRITS. Steel sheet is punched 
to form thousands of cutters that 
carve away work—smoothly, evenly, 
quickly. There’s no gouging. Balanced cutting action means Jess scratching than 
similar-grade abrasive paper. No clogging—one slap clears away chips and dust. 


e Ey EYE-CATCHING DISPLAY BOX is colorful, 


compact, offers Dragon-Skin complete 
with holder and in individually-packaged 


® 7 + sheets. Get fast extra sales by putting the 
- individually-wrapped units in your win- 
dow or bins. Perfect for peg-board or 


counter, too. 
New Steel Sandpaper Sells on Sight 
.-- Outsells All Predictions 


‘I move a display box in 4 or 5 days . . . have to order 6 or 7 cartons 
a week,” says one West Coast dealer. “Re-ordered 4 times in about 2 months,” 
says another. And a Midwestern retailer reports: “Dragon-Skin is one of the 
best turnover items I’ve ever stocked... it all but leaps off my counter!” 
>? we [Oo . : : —- shy , og 0 son t’ ‘ sAc1:Ar c . | 
Why? Because Dragon-Skin is an “all appeal” item. It’s an easier, fester ‘Saas maaan Game ieanininiliiehin diane 
way to sand, rasp, shape and smooth hard and soft woods, plastics, soft pre-cut 324” x 9” with edges crimped to 
metals. It zips off old paint. It won’t clog like sandpaper. And, it’s priced fit oscillating sanders. Sheets snap right 


for fast “pick-up” buying ... 75¢ complete with holder, 25¢ for single sheets. 1 place. Your jobber also has new Full- 


| é Size 9” x 11” sheets for extra sales! 
Pictures on this page show why handy, 


versatile Dragon-Skin can set your > WAYS TO CASH IN ON a 
our 
cash register ringing, too. Check your Your Selling _— 
stock—and call your Red Devil jobber, Cost Price Profit 
today! 30! A21 Counter Merchandiser—'2 doz. Red Devil $3.60 $600 $2.40 40° 
: 9-S Holders each with 414x5 sheet of Dragon- 
Skin plus ¥2 doz. individually boxed sheets 
Dragon-Skin—No. DS-1. Weight: 3 lbs., 8 oz. 
No. 98 — Display box of 1 dozen Red Devil 
9-S holders each with 1 sheet Dragon-Skin. 
Weight: 5 Ibs., 13 oz. 
DS1 — Display box of 1 dozen individually 
boxed sheets Dragon-Skin No. DS-1. 
Weight: 1 Ib., 6 oz. 
DS7 —full size (9”° x 11”) = individually 
packaged sheets 1 dozen in display box. 


yiter MOMS pray 


DS4 | ,-sheet size for oscillating sanders in- 


MORE THAN 13 MILLION PEOPLE see Dragon- dividually packaged, 1 dozen in display box. 
Skin advertised in Saturday Evening Post, 

Better Homes & Gardens, Popular Science, 

Popular Mechanics, Mechanix Illustrated. Rod Devil T 

News mats and other hard-hitting tie-in pro- 

motion materials are available from Red 


Devil. Write today! UNION, N.J., U.S.A. 
World's largest manufacturer of painters’ and glaziers’ tools—Since 1872. 





MAKING MONEY IN POWER MOWERS 


LAWN-BOY REPORT + JANUARY 1, 1959 





OPERATING ROOM | 
— | 


meow - 





ails 
/ 
J 


L 
PS 


i 
’ 
ae 
a. 
- ‘ 


Old LAW N-BOYs never die... 


... they get themselves rebuilt by smart 
dealers, and they live again under the 
LAWN-BOY Factory-Authorized Recondi- 
tioned Mower program. 


Just what is the new F.A.R.M. program? 
It’s a system whereby you can take used 
LAWN-BOY mowers as trade-ins, put them 
through a factory-outlined and approved 
rebuilding process (very simple, actually), 
and label and sell them as LAWN-BOY 
Factory-Authorized Reconditioned Mowers. 


If you’ve been reading this column regu- 
larly, you know I’ve long been urging you 
fellows without service facilities to start 
a modest service department of your own. 
The F.A.R.M. program is the payoff to 
those of you who can offer mower service 
to LAWN-BOY buyers. 


We're really the only mower manufac- 
turer who can provide you these extra 
profits from the sale of trade-in mowers. 
We make our own engine, and have all the 
replacement parts you need for it. We make 
all the other parts that go into every 
LAWN-BOY, too. So we're not dependent 


on outside suppliers for parts that could 
become obsolete and scarce for other 
brands. 


Now how does the F.A.R.M. program 
work for you? Here’s how: As a LAWN-BOY 
dealer, you sell the only power mower that 
has a factory-authorized trade-in potential. 
So now you can sell LAWN-BOY not only for 
its immediate grass-cutting value but for 
its future trade-in value as well. And when 
an old LAWN-BOY comes in for recondition- 
ing, you stand to make another good profit 
on its resale as a Factory-Authorized Re.- 
conditioned Mower. Repainted and sport- 
ing handsome new F.A.R.M. decals, your 
LAWN-BOY reconditioned mowers will soon 
make your store a headquarters for re- 
liable power-mower sales and service. 


As the F.A.R.M. program gets into high 
gear, we'll be helping you with strong 
merchandising aids and with a good share 
of our national advertising. 

NOW—what must yow do to get in on 
the new LAWN-BOY F.A.R.M. program? I'll 
tell you in the next issue. 


Bee 


ae» Pn 


Sales Manager 


Lamar, Missouri. Division Outboard Marine Corporation 
Makers of dohnson and Evinrude Outboard Motors 
In Canada: LAWN-BoY, Peterborough, Ontario 


LAWN® BO 
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It's crystal-clear why your customers can’t resist the appeal of this bright new 
“see-through” packaging! 


Sets are skin-packed directly on attractive, informative cards... . easy to 
display on peg board rack, assuring fast turnover! And your profits stay high, 
because there’s 

NO INCREASE IN PRICE! 


For full-line catalog, and name of nearest jobber, write: 


Terms: 2% 10 days, net 30, F.O.B. factory. 
Full freight allowance on 100 Ibs. on hex 
keys. All other wrenches 150 Ibs. or more. 
Other items F.O.B. factory. 
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"It's easy to sell 
Acco attachments and fittings! 
They go with chain sales— 
< they're the same" matched quality’ 
as other Acco products. 
...and they're profitable!” 


e Nearly everyone who buys 
chain is a customer for chain attachments 
and fittings. So be prepared to boost chain 
sales and profits by stocking Acco attach- 
ments and fittings. When a customer buys 
chain, sell him an Acco attachment or fit- 
ting to make his chain assembly complete. 
[It’s a customer service he’ll appreciate and 
it will soon mark your store as “chain 
headquarters” in your community. 


items, you can be certain you are selling a 
line of products with ‘“‘matched quality”’ 
throughout. 


@ ACCO attachments and fittings are 
matched”’ in another way, too! Most of 
the items shown on this page come packed 
in individual cartons and boxes 
for greater ease in stocking, han- 
dling, and displaying. And to 
make your selling job easier, 
product labels list the correct 
chain size with which the item 
should be used for maximum 
safety. Sell the best ...sell Acco 
Chains and Fittings! 


¥y 


re 


ne " SWWELS 


Acco chain attachments and fittings are 
designed and manufactured to the same 
high standards as all other Acco chain 
products. As a result, when you feature a 
complete chain section of American Chain 


WELDED 
RINGS 


Made from 
steel in a wide 
range of sizes 
or diameters. 
Self-colored 

and hot galvanized. 


OF 


SWIVELS 


Made from malleable iron, de- 
signed to withstand the actual 
strength of the chain used 
with. 9 sizes—for chain sizes 
1s” through %4” 


SLIP HOOKS 


Drop-forged and 

shaped to permit 

chain to slip easily 

through the loop. 

Furnished natural 
finish. 9 sizes —for chain sizes 
4” through 1’. 


GRAB HOOKS COLD SHUTS 


For use on log and tj For 
other utility 
chains. Drop 
forged. Grabs 


joining 


large sizes of 
a chain. Use one 
size heavier 
when hooked over — : f Ve: 
; shain size, 3/16 to 1% 
link of chain. 9 sizes—for than cha ’ 


‘ al . 1c 
chain sizes 4” through 1’. Natural finish. 
Natural finish. 


Qc q) 
ANCHOR : ‘ , 
ay as 
SHACKLES = 
aggre CONNECTING LINKS 

threaded screw REPAIR LINKS Drop forged, for temporary 

pin (shown) or An easy way of joining pieces or permane nt repairs. 13 sizes 
plain round pin (not shown). of chain. Can be closed cold. 46 to 1%". %” size and 
Drop forged. 15 sizes—'4" to 2” 11 sizes—3%_"x 1" to 4" x 2%”. larger | have inte ‘rlocking lugs 
Self-colored, hot galvanized. Bright and hot galvanized. and rivets. Self-colored and 

hot galvanized. 





_ | As . 
"S” HOOKS LG <=) 


: —— > : ~. y 
Standard 
S-Hooks carried 








OPEN-EYE 


in 47 different 
sizes. Regularly 
furnished bright 
finish. 


ROPE SWIVEL SNAPS 
Have welded ring for engaging 
rope. 2 sizes: 6 ga. x 7%" I.D. 
ring, 7 ga. x %” I.D. ring. 
25 pieces in carton. Bright, 
bright zinc and nickel plated. 


SWIVEL SNAPS 
Eye of snap is left open for 
attachment. Match snap size 
to chain size. No. 3-4, 1-2 
1/0-2/0, 3/0-4/0. Bright, 
bright zinc or nickel plated. 


COTTER PINS 


Made from cold drawn half- 
roun’ steel wire. One end ex- 
tended for easy spreading. 
Wide choice of sizes. 


-— 


ORDER FROM YOUR DISTRIBUTOR 


Contact your American Chain 
distributor for complete informa- 
tion about these items or write 
our York, Pa., office for free Cata- 
log DH-176B and Price Lists R-957 
and R-758. 


American Chain Division 


AMERICAN CHAIN & CABLE 


agco 


Bridgeport, Conn. * Factories: “York and “Braddock, Pa. 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, New York, Philadelphia, Pittsburgh, 
‘Indicates Warehouse Stocks *Portland,Ore., *San Francisco maee \ 

” 
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Editorial 


by W. A. Phair 


Leonard V. Rowlands, Publisher 


eatin Starting the New Year... 


William A. Phair, editor 

E. L. Barringer, managing editor 
Kenneth A. Heale, feature editor 
James M. Dixon, associate editor and wholesalers: 

R. C. Rittenhouse, associate editor 

John H. Lucas, assistant editor ; . 
George H. Baker, Washington editor “Tresolve...not to always blame dealers for trouble I experience 
Ray M. Stroupe, Washington editor in selling my goods. 

Neil R. Regeimbal, Washington editor 


Here is a New Year’s Resolution I recommend to manufacturers 


.not to condemn all dealers for the faults of a few. 
.to admit that once in a while my company and I also 
make mistakes of judgment.” 


Albert J. Mangin 
"Who Makes It'’ Directory edi? 


Paul Wooton 

Washington member editoria card : 

5. & Tene The retail dealer has been the target of a great deal of unjust and 

Manager, Reader Service unnecessary criticism in recent years. In some instances the faults 
BUSINESS STAFF credited to dealers could have been quite properly laid at the door 


C. C. Read, advertising manage of manufacturers and wholesalers, instead of dealers. 
E. J. Sellick, manager, Research D 
Mary K. Dickinson, production mo | 
—— I often feel that dealers have accomplished some near miracles over 
Regional Offices | ia . ae 
Boston 10, Mass. the past few years in meeting their competition. And this -competition 
John G Wilcox, 10 High St . ; sili 
Telephone: Liberty 2-4460 has been real rough. It hasn’t been easy to meet this competition. 


New York 17, N. Y. It has taken a great deal of hard work, long hours and contructive 
C. A. Wardiey—W. A. Roc . : 

100 East 42nd St. thinking. 

Telephone: Oxford 7-3400 

Philodelphia 39. Pa. . oe 28 « Cs — a 5 _ re - say P nas 
J. 'W. R. Flood, Chestnut & 5éth Sts. I wonder if all manufacturers and wholesalers can say that they 
Telephone: Sherwood 8-2000 have done as well in meeting their competition? 

Cleveland !5, Ohio 

W. J. Feddery—W. M. Hart. J : a ; 

930 B. F. Keith Bldg. We know that perfection is never achieved by anyone. A tolerance 
Telephone: Superior |-2860 
Detroit 2. Mich. ; : 
5 LS. Mitchell ings are to be tolerated. I think we can all use more tolerance in 
714 Stephenson Bidag , ali : Wy ‘ oY 

Ho he me away our dealings with one another. 


Telephone: Trinity 4-lé!4 


of the other man’s weaknesses is most necessary if our own fail- 


re cn a 2 , In every type of trade you find the good operators, the fair op- 
NN. ie ; a <3 rr . . 
360 N. Michigan Ave erators and the poor operators. The tendency of some folks to judge 
elephone: Randolph 6-2166 . 

the whole trade by the performance of the poor operators is dan- 
S Fr co 3, Ca , . . , : : ; 
ivenk Geltenste gerous and misleading. Yet, this is sometimes done in the hardware 


1355 Mor + St . 
’ 4 Undert . trade. 


Telephone: 
Los Angeles 57, Cal 
L. H. Jackson, 198 S. Alvarado S$: There are certainly some very poor operators in the retail hard- 
Telephone: Dunkirk 7-4337 : : ‘ - : 
ware business, and I make no apologies for them. But, I do think 
Atlanta 9. Ga : : : 
John W. Sangston, 137! Peachtree St., | we should all recognize the accomplishments of the good stores; the 
Telephone: Trinity 6-4110 : ' : . 
stores that will be in business in the future. 


Dallas 6 Texas 
Harold E. Mott ah 
189 Meadows Building Perhaps a manufacturer could better understand the need for 
Expressway at Milton __ a age 
Telephone: Emerson 8-475} tolerance if he would look at himself from a dealer’s viewpoint. Im- 
Address mail to: Chestnut & Séth Sts. agine the confusion a dealer must feel when he observes the strange 
Philadelphia 39. Pa.: SHerwood §8-2000 , — . an 
and inconsistent policies some suppliers follow these days. The mer- 
gers and changes in ownership that appear so frequently in the news 


must raise many questions in a dealer’s mind of the stability of 


Charter Member 


some factories. 
And when a dealer looks at his wholesalers he again sees some 
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Editorial 


continued 


conflicting trends. He sees some wholesalers, whose only selling tool is an 
extra discount, telling dealers how to run their business. He sees whole- 
salers disagreeing with one another on operating methods. 


This picture could be confusing to a dealer. Yet, I think he realizes 
that these situations affect only a few firms, and that the bulk of the 
hardware trade has been quietly and effectively going about meeting its 
competition. To judge all wholesalers by the actions of a few would be as 
foolish as to judge all dealers, or all manufacturers, by the pattern of a 
few weak ones. 


We must all develop a greater tolerance for the other fellows in our 
three-way partnership. We must learn to discriminate between the few 
weak ones who are the subjects of the gossipers and the thousands of 
strong ones who carry on day after day in a quiet, effective fashion. 


If we can do this, we can build a degree of mutual respect and coopera- 
tion that will enable us to reach many of the goals that have eluded us 
in the past. This, indeed, would be a wonderful, and profitable, way to 
start the New Year. 


Sailors are everywhere .. . 


Nothing in this hardware business is static. Consumer interests are 
always changing, as tastes and needs change. What was a best seller 
vesterday could be a shelf warmer tomorrow. 


Keeping abreast of these changes is a tough, but necessary job for 
dealers. You have to keep up on these changes because very often they 
result in new sales opportunities for stores that are awake to the changes. 


One particular line that I feel has great potential, but which is being 
overlooked by many dealers, is marine hardware. Marine supplies have 
been carried by some hardware stores for many, many years, but I think 
more stores could profitably carry this merchandise. 


The amazing growth in outboard motor use and the development of the 
small boat trailer have brought the need for marine hardware into al- 
most every community. You don’t have to be on a body of water these 
days to sell marine supplies. Almost every locality has its share of boating 
enthusiasts. 


The nature of marine hardware makes it especially suitable for hard- 
ware stores and not a very good item for super markets. The buyer of 
marine supplies is also an ideal customer for many other hardware staples, 
especially hand tools, paints and finishing material. 


There have also been many improvements in the packaging and mer- 
chandising of marine hardware that make it easier to stock and sell. 


So, in your search for new ideas for increasing sales, I urge that you 
give serious thought to marine hardware. 
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a New Year’s Resolution 
...On our 


_ birthday 


n 1959, The Geo. Worthington Co. becomes 130 years old. 





n this anniversary, we salute the more than 5,000 successful, 
independent hardware retailers which make up our customer group. 





Exe you, we express thanks and appreciation for the friendship and 
u patronage that has made possible our continued growth and 
progress. And, we pledge that in 1959, we will make every effort 
to serve you even better than in the past. 
Ke Northington buyers will continue to furnish you the best new products 
N45 first. Worthington salesmen will offer more assistance on problems 
of store layout, turnover, advertising, special promotions and displays. 
We will ship merchandise to you promptly, giving you what you want when 
you want it... reducing “‘outs” below the record low figure attained in 1958. 





Ean short, we will do everything in our power to help you operate 
more profitably. 


eV IK Act 


President 








N. F. Luekens is the 7th president in The Geo. Worthington Co. has 
Worthington’s 130 year history. Now always been known as a “good place 


45 years of age, he is the youngest chief to work’”’. | 
executive to ever guide the company. This is illustrated by the ° 
Mr. Luekens joined Worthington in records of Worthington folks. 


1942 as comptroller. He was made Of the 523 present members of the 
assistant secretary in 1944 and became Worthington organization, 85 have 
secretary and a company director in served over 25 years. 258 have been 
1945. The following year, he was elected Worthington folks for more than 10 
secretary and treasurer. He has been years. But, Worthington is remarkably 
Worthington president since Feb- youthful in spirit. The company’s ideas 


’ ruary, 1958. are young. . . and progressive. 
N. F. Luekens 





THE GEO. WORTHINGTON CO. 


CLEVELAND I. OLLO 
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WASHINGTON 


NEWS 


BY WASHINGTON 


Swindlers active: be wary 
of deals that seem too good 


Full force of the government is being thrown into 
efforts to stamp out the growth of fraudulent schemes 
which victimize businessmen and rob consumers of 
their buying power. 

Attorney General William P. Rogers has ordered 
all U. S. attorneys to crack down on these schemes 
The Post Office Department, because many of them 
use the mails, is also in on the drive. 

The schemes range from duping honest business 
men with offers of aid or get-rich-quick schemes, 
to phony easy-to-win contests for consumers (for 
a fee 

One of the most vicious schemes involves offers 
to help a businessman secure a loan or sell his busi- 
ness. The swindler demands an advance fee, then 
skips out. 


P outlook 


Be ware of CUS Y- nome Y sche mes and de als. De al only 
with lenown fi? wis oO) those with “ig ue stionable crede fi 
tials. If you are solicited by a suspected swindler, 


contact Your local U). 4 attorne Y or police . 


1959 tax benefits to dealers 
will be fewer than in ‘57-58 


Small firms may get some new tax benefits from 
Congress in 1959, but they’ll be minor. 

sen. John Sparkman (D., Ala.), chairman of the 
Senate Small Business Committee, has proposed a 
four-point small business tax program with just one 
major provision. 

This is a proposal to give a tax deduction on a 
portion of retained earnings reinvested for expansion 
or modernization. Similar plans sidetracked last year 
would limit the deduction to $30,000 or $50,000 a year. 

Other proposals would allow self-employed to set 


10 


BUREAU OF 


HARDWARE AGE 


up their own retirement plans and pay taxes when 
funds were drawn; permit tax deductions on used 
equipment or fixtures, and require the government 
to accept decision of the tax court in all jurisdictions. 


P outlook 


Small business will not enjoy the favored position 
in 1959 that it has in the past two years. There will 
be difficulties obtaining even a limited program. Cost 
to the government and lack of interest by politicians 
will work against tt. 


There is hope that pending 
parcel post hikes may fail 


Opponents of a pending hike in parcel post rates 
for the first time believe there’s a chance of blocking 


an increase. 

They are bombarding the Interstate Commerce 
(‘ommission with arguments why these rates should 
not be raised. Congress controls all mail rates but 
parcel post, which can be changed by the Post Office 
Department with approval of the ICC. 

Postal officials want to hike parcel post rates by an 
average of 17 percent. It would affect parcels (up to 
70 pounds) and catalogs. It would cost shippers $88 
million a year. 

The Department says the service, required by law 
to pay its way, is losing this amount. Opponents 
say the loss is exaggerated, and other methods should 
be tried first. 


P outlook 


Liven though opponents see some hope, objective ob- 
servers are doubtful that the proposed rate increase 
will be blocked. The ICC usually goes along with 
postal officials. If approved, the higher rates would 
mean you may pay an average of 17 percent more for 
freight on merchandise ordered shipped by parcel post. 
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FOR EVERY DRILLING JOB 
AND ALL SANDING, POLISHING, 


SAWING ATTACHMENTS 


Sells better because there’s so much more to sell... 


2-SPEED 2.8 AMP. 3/3’ DRILL! 


NO OTHER DRILL HAS SO MUCH SELL! This new Shopmate outclasses all other drills . 


Powerful 2.8 emp. universal AC/OC fen-cooled meter! because it’s the only drill at anywhere near its price 
High speed (2000 rpm) for drilling wood, plaster, etc.! that changes speeds instantly, electrically ... at 
Low speed (1000 rpm) for heavy-duty applications! the flick of a switch! And both speed ranges develop 
Electro-mechanical transmission changes speed instantly, full power for fast, efficient drilling under any con- 
electrically by flicking speed range selector switch! ditions! Nationally advertised in The Saturday 
Full power output at either speed! Evening Post, Popular Science, Popular Mechanics, 
Speed range selector switch interlocks with on-off switch for and other powerful consumer publications! 
maximum safety! 


Weighs only 6 pounds, perfectly balanced to eliminate fatigue! thy, Joa PD Ape FAN 
Precision geared chuck and key! 


mail to: George Weatherby, Sales Manager 
PORTABLE ELECTRIC TOOLS, INC. 
320 W. 83rd St., Chicago 20, Ill. 


Send me full details on the revolutionary new 
Shopmate Model SD-382 2-speed Drill! 


Special spindle lock for easy SUGGESTED RETAIL 
chuck removal! 


Multiple ball thrust bearing! 
Precision cut alloy steel gears! 
Handsome silver luster finish! 


-.. 
~ Shonmats. 
’ ° 3 hl an 
TESyp,) PORTABLE ELECTRIC TOOLS, INC. 
. 320 West 83rd Street * Chicago 20, Illinois 
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HARDWARE BUSINESS 


OUTLOOK 


A SUMMARY OF THE BUSINESS OUTLOOK FOR HARDWARE DEALERS 


housewares’ 


banner year ...-+ FHA-insured home improvements broke records in 1958. And 1959 
looks just as good. Nearly 1.2 million new homes went up last year, 
and another 1.2 million homes will be built this year. When old 
homes are fixed and new homes built, housewares’ sales prosper. 
The HA Housewares Merchandising Guide (see p. 41) will define 
this market for you, while showing you how to get a bigger share 
of it. HA Recommendation: Study the Housewares Guide as your 





primer for a banner sales year, then devote special attention to 
decorative items, laundry and bathroom staples, and kitchen and 
serving housewares for sales promotion in 1959. 


don't wait for 


springtime © « e « « Lawn mower promotions begin next month over much of the nation. 
Related items begin to move in volume in March. In addition to 
competition from gas stations, supermarkets, and drug chains, you'll 
find increasing competition from some 7000 garden centers. Spring’s 
closer than you think. Will you be ready for early sales? HA Rec- 
ommendation: Don’t wait for the first warm days to display and 
promote mowers, garden tools, barbecues, and related lines. Beat 
competition to the punch with early layaways, and first mower ads 








in February or early March. Buy confidently, sales will be good. 


1959: a year 


to grow. ... .--. “The time has come to end hand-to-mouth buying. Christmas proved 
this. While it’s still a buyers’ market, 1959 shapes up to be a year 
of stable, steady growth for dealers who keep their shelves full and 
who promote their lines. Gross national product will rise 5 percent 
this year; 1.2 million homes will be built; new car sales will jump 
ahead by 1 million. HA Recommendation: Don’t look for miracles, 
but do look for steady sales increases in a rebounding economy. 





Keep staples in stock, base promotions on a 5 to 10 percent sales 
gain. Watch competition. 


it's time for 


housecleaning - « - It’s the time of year when many of your customers expect to 
find bargains advertised, and they’ll buy if prices are right. Your 
trade knows you have Christmas leftovers and clearance goods that 
turn up in inventory. Sales can boom in January if you promote 
realistic markdowns. HA Recommendation: Gather your odds and 
ends onto several front tables. Take drastic markdowns. Run a 
White Elephant, January Jubilee, or Clean Sweep sale ad in news- 
paper, featuring items you own in quantity. Postcard mailing or 
classified ads pay off. 





. turn to p. 122 for more news of How's the Hardware Business 
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“We move more glue at better profit with our 
new Weldvood Counter Model Adhesives Center.” 


Lillian Muff, Gary Paint & Wallpaper Co., 700 Washington Street, Gary, Indiana 


“Profits in our glue department have doubled since 
we installed this compact self-merchandiser, says 
Mrs. Muff. “The color-keyed selector chart stimu- 
lates impulse sales because it makes buying so 
much easier for our customers. — 

Free with your initial order, the Weldwood 
Counter Model Adhesives Center saves valuable 
shelf space, increases turnover, helps you to bigger 


than ever profits from the 4 fast-selling Glues that 


Weldwood 


as ADHESIVES 
Presto-Set Glue @ Plastic Resin Glue 
Contact Cement @ Waterproof Resorcino/ G/ue 
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cover 95°) of vour market. Floor model also avail- 


able tor larger stores. 


United States Plywood Corporation 
Dept. HAI-1, 55 W. 44th St., New York 36, N. Y. 


* o 
> r } me ry ‘ A, + AcTMg 
¥ vy ¥ v¥ 4 


Store Name 
My Name 
Address Zone State 


Jobber's Name 


~——————------- 


City Zone State 





HERE IS THE LATEST INFORMATION ON NEW MERCHANDISE 





Workbench sawhorse base 

You can offer builders workbench 
convenience at building sites’ by 
selling them a sawhorse base for 
their Versa-Vise. The sawhorse 
base slips over any 2 in. stud, joist, 
or rafter, supporting the Versa- 
Vise rigidly for sawing or planning 
jobs. The vise and base can be 
easily removed and locked in tool 
boxes or shed when not in use. The 


sawhorse base is offered separately 
as an accessory. Versa Products Co. 


For more data circle No. 1 on postcard, p. 101 


Electric hand polisher 


Just about all of your customers 
will have a use for this electric 
buffer designed to fit the 
suff-ette is polishing 
furniture, automobiles, wood panel- 
ing, shoes and many other fine pol- 
ishing jobs. 


hand. 
handy for 


It is equipped with a 
Universal motor, slip-on washable 
deep-pile bonnet. 


Measures 5 x 5 


x 7 in., weighs 2'% Ib and comes 
packed in a display carton at 
$19.95. Howard Housewares Div., 
LaPointe Industries Ine. 


For more data circle No. 2 on postcard, p. 101 


Light-weight utility truck 

Here is a light-weight folding 
utility truck for indoor or outdoor 
use. A 5 bu heavy-duty washable 
canvas bag is suspended on a blue 


baked enamel or electro-galvanized 


tubesteel frame. Drawstring closes 
top of bag for removal. Rubber 
casters provide easy rolling. Truck 
handles load up to 150 lb. When 
not in use folds to compact 4 x 25 
x 88 in. White Mop Wringer Co. 


For more data circle No. 3 on postcard, p. 101 


Unbreakable 70 oz decanter 
This 70 oz polyethylene decanter 
is for mixing, storing, and serving 


foods. Lustro-Ware decanter has a 
positive seal cover that screws on 
with a Leakproof 
container has deep fingertip grips, 
drip-proof spout, and hinged spout 
cover. Translucent 
molded-in 


quarter turn. 


bottom has 
Will not 
stain. dent. tarnish, or mar sink. 


calibrations. 


EKasy-to-clean finish. Covers in tur- 
quoise, yellow, pink or red. Retails 
for 98¢é. Columbus Plastic Prod- 
ucts. 


For more data circle No. 4 on postcard, p. 101 
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Want more information on these 


products? Then use free post- 
card on page 101. 


in hardware merchandise... 


THAT CAN HELP YOU BUILD BETTER STORE PROFITS 





Wooden kitchen accessories 
Housewives who prefer modern 
decor in the kitchen will be inter- 
ested in this new line of pantry and 
kitchen woodenware. The Contem- 
porary Pantry line follows the 
Greek Key motif and gives a mod- 
ern touch to its canister set, bread 
box, spice bar, recipe card file 
(shown) which sells for about 
$1.95, knife holder, cutting board 
and others. A new catalog intro- 
duces the wooden accessory line for 
1959 complete with the brand new 


style-stripe gift packaging. Wood- 
pecker Woodware. 


For more data circle No. 5 on postcard, p. 101 


Bright corner walliplanters 
Popularly-priced, these planters 
will appeal to women customers 
who want to brighten corner wall 
areas. Lustre-Brite brass planters 
are 11% in. tall and 4°4 in. wide. 
Suggested retail price is $1.29. One 
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dozen in a carton. Artistic Wire 
Products Co. 


For more data circle No. 6 on postcard, p. 101 


Portable cement mixer 
Homeowners, builders, farmers 
and many others will find plenty of 
use for this compact, portable elec- 
tric mixer with 5 gal capacity. The 
Modern Mix-It can produce more 
than 21% cubic yards of concrete, 


cement, plaster or stucco in an eight 


hour day. The unit is handy for 
painters to mix paints, gardeners 
to mix compost, and farmers to 
blend feed and seeds. Mix-It is all 
welded steel rotated on a power 
drive unit turntable and powered 
by a 14 hp motor. Sells for $59.95. 
Modern Mfg. Co. 


For more data circle No. 7 on postcard, p. 101 


Decorative mop handles 
Homemakers’ eyes will be at- 
tracted to colorful white pine han- 


dies on these 48 in. long automatic 
Bright yellow and 
gold spirals in sets of three deco- 
rate the handle. Quickie Mfg. Co. 


For more data circle No. 8 on postcard, p. 101 


sponge mops. 


Restyled screw cap remover 
The Top-Off opener has been re- 
styled to work on all jar and bottle 
screw caps in popular usage, from 
the smallest to the largest. Gripping 
jaws on the opener have been im- 
proved, Attractive plastic handle 
(Continued on page 98) 
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7O HELP YOU SELL 


Want more information on these 
sales aids? Then use free post- 


card on page 101. 


NEW DISPLAYS AND OTHER DEALER AIDS TO HELP YOU SELL MORE 





Practical plane merchandiser 


Skilled woodworkers and hobby- 
ists will be attracted to this color- 


ME FEST PLANES YOU CAN LAY HANDS ON 


. ~ eomP ene - es - ~~ 
| SS | pater. 


I}: T 


ful metal rack plane merchandiser. 
Eight Stanley planes may be hung 


ae ome OF mame he 


used on 
furnished easel. 
merchandiser has 


on the perforated board or 
a counter with 
this 22 x 20 in. 
price strips for retail prices and a 
metal pocket for booklets. Total re- 
tail value is $50.11. Stanley Tools, 
Div., The Stanley Works. 


For more data circle No. 73 on postcard, p. 101 


Pre-packaged toggle bolts 

Pre-packaged toggle bolts are 
shown in a clear plastic bag at- 
tached to a bright blue, white and 
black card. A hole punched in the 


cards allows rack displays as well 


as flat 
ments. 


on-the-counter arrange- 
Instructions for use of the 
toggle bolts are printed on the rear 
of the package. Face of cards con- 
tain bolt and drill size to insure 
proper selection for installation. 
Card sizes range from 334 in. x 3% 
in. to 4%, x 3% in. Diamond Ex- 
pansion Bolt Co., Ine. 


For more data circle No. 74 on postcard, p. 101 


Wrench set display stands 

Full descriptions and prices are 
included on four Barcalo displays 
that assist dealers in selling Taper 
An automatic 
inventory control guide is provided. 
The large display, No. LD, requires 
only 3 ft of wall space. 


Design wrench sets. 


Displays 
may be hung on walls or perforated 
panel board. Each display is sup- 


i Ail 


AY \ | 





plied free when ordered with its 
merchandise. Barcalo Mfg. Co. 


For more data circle No. 75 on postcard, p. 101 


Handy wiring device catalog 
Architects, engineers and con- 
tractors will appreciate this free 
wiring device catalog for on-the- 
job reference. The pocket-size book- 
let has illustrated data on Eagle’s 
specification grade devices. The 
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catalog includes details on three 
wire U devices, grounding devices, 
interchange devices, switches, re- 
ceptacles, combination devices and 
wall plates. Eagle Electric Mfg. Co. 


For more data circle No. 76 on postcard, p. 101 


Measuring tape packages 
Three Lufkin measuring 
tapes are now available in packag- 


steel 





perforated paneling. The 
make stock check- 
ing easy and require a minimum of 
Tape models in the new 
hang-up boxes are: the Leader 
Chrome Clad; Banner White Clad, 
and Royal (shown) Ni-Clad. +4 
come in all four lengths, 25, 50, 
and 100 ft, in the new eS tg 
The 50 ft Royal is being offered as 
a Hardware Week special. Lufkin 
Rule Co. 


For more data circle No. 


ing for 
colorful packages 


space. 


on postcard, p. 101 


Bulletin on magnesium levels 


product information 
Columbian’s line of 
magnesium levels. The bulletin de- 
scribes the recently produced fin- 
gertip adjustable replaceable vials. 
Specifications for the line’s 


Here’s a 
bulletin on 


seven 
levels are included. Columbian Vise 
& Mf aq. Co. 

For more data circle No. 78 on postcard, p. 161 


(Continued on page 114) 
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FROM SHELF WARMERS TO IMPULSE SALES MAKERS 


WHY A RETAILING SERVICE 


Once upon a time, Putty Knives, Wall Scrapers and similar Fix-Up, 
Paint-Up Tools were considered shelf warmers and were hidden away 
in boxes or in bins where they gathered dust. Retailers sold them when 
somebody asked for them. Today, the story is different. Hyde has 
shown the way to dress up Fix-Up, Paint-Up Tools in attractive pack- 
ages and self-serve merchandisers to appeal to the craftsman, hobbyist 
and home owner, This is Hyde Retailing Service — a complete, dealer- 
to-consumer product sales presentation with no selling or stocking 
headaches for the retailer. To begin with, Hyde quality tools are pro- 
tected at the point-of-sale from finger marks and rust with a special 
clear coating. Hyde tools therefore, always remain factory fresh on 
the sales floor. Over 50 different Hyde Fix-Up, Paint-Up Tools are 
individually packaged on colorfui cards that identify each tool and 
show its many different uses. These carded tools are packed 6 each in 
stock boxes. The tools may be displayed on a retailer’s built-in wall or 
floor fixture. Better still, certain assortments are available on hand- 
some, free, space saving, self-serve Hyde merchandisers. These mer- 
chandisers guarantee more impulse sales from store shoppers. Never 
before have F'ix-Up, Paint-Up Tools accounted for more impulse sales 
and profits in the hardware, paint and retail lumber store. Quality, 
enhanced with eye and buy appeal merchandising, makes the Hyde line 


the better profit line for *59. Send for description folder. 


Quality Products and Merchandising Leadership Since 1875 


HYDE MANUFACTURING CO.,SOUTHBRIDGE, MASS. 
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Gadget Business is BIG Business .. . 
and Kenberry GADGETS Are a Major Resource 


The ONLY Factory 


Source for a Large 
SERV-ALL TONGS 
Line of Gadgets Lila’ | Deluxe chromium major 
profit maker 

Easy to buy, easier to sell is the story on 
Kenberry Gadgets. Select from a major line reves f | ‘\. 


known for value. for excellent product de 


Large 91/4" 


120 | CHROMIUM More 4 Color 
gadgets. Just let the customers see Kenberry ait y, | SERV-ALL Litho Cards 


Gadgets and you get business fast Sin TONGS Eight major Kenberry 
‘ products are now sup- 


sign, for outstanding carding. Sell over the . 4 j 


counter as a traffic stopping ‘‘family'’ of 





plied on four color 
cards and many 

si new cards are in proc- 
Most TONGS sold are Kenberry Tongs” ess . . . to make these 
products sell even 
‘aster on your counter 


More than 50 Kenberry GADGETS—they sell on sight— 
bring fast turnover, high profit in limited space 


aii 4 ‘ Ka 
Rew for “s 
-A. adi [. <r 


JAR WRENCH . STAINLESS TONGS " GIANT TONGS CHURN BEATER CLOTHES SPRINKLER CHEESE SLICER 
Opens, seals all sizes 7’, 9°, and 12" sizes seller for bar- Chromium. Best selling 


; Deluxe i5¢ retail. Big Deluxe quality, lucite 
screw caps Best values kitchen. Beater 


volume item roller 
* _— 
ae : . 
| y ¥ =~ j 
~*~ 


_ i : s + 
é i 
x2 it BLADE » ' , ? : ‘ 
COOKIE-PASTRY TOOL LACING PINS—SKEWERS SPEE-DEE CHOPPER TAPER TONGS BROOM ‘n TOOL CLIPS PLATE HANGERS 
for mony years a strong 5" Stainless. An all- Stainless blade. Chops Chromium plated. a Unit volume sales One size fits all plates 
seller, purpose product and decorates deluxe special Tongs. leaders of the line Brass or steel 


Be CHOPPER 


LYS . | y; { 4 = ¥ 

ped , : ¢ ; ee : 

< GA = | “9 54 
Pl , q ; 4 


x >) yas } : _ 
; ; st 
<i F Zo 
= - y ' 
Aish +. } ; 


oe 


- 


a 


ROAST RACK POTATO BAKE RODS FORK ‘n SPOON TONGS SLIDING CUP RACK SPICE RACK IRONING BOARD 
The finest Rack, the Heat conducting alum Chromium, for table Extra sturdy, best slid- Chromium. An _ out COVER FASTENERS 
most sales features inum speeds cooking and kitchen use ing action standing value Finest quality 


— ASK YOUR JOBBER 
or write for List More New 


, Kenberry 
MEMO TO JOBBERS: GADGETS 


for hardware and housewares in January 


0 to 35 Kenberry pagent é 
as 
jobbers coast to ©° , ; 


information 


it is normal 
to stock from 20 
most of the major 
berry distributors 
eodget. write us for See Us At 
CHICAGO 
e Navy Pier 

Booths 

FOLDS FLAT 
LOS 4 JOHN CLARK BROWN, Inc. c-744 
~ oe x 
EGG RING, for perfect fried eggs. A multiple ONE MONTGOMERY STREET C-748 


sales item, new Kenberry best seller. BELLEVILLE 9, N. J. Kenberry GADGETS 
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eel 


MY LINE FOR > OO 


You'll just naturally SELL MORE when Lustro-Ware is the plastic housewares 
line in your store. Best known brand to gals everywhere and they prefer its 
GUARANTEED service . . . matching glamour, timesaving utility and wonderful 
value. Best of all, you'll consistently make MORE PROFITS... reduce inventory 
problems ... simplify ordering . . . save on delivery costs. Be sure you get these 
ee new Lustro-Ware leaders and do not accept substitutions 

on 200 other fast-selling Lustro-Ware staples. 

Decide now to let Lustro-Ware profits 


help increase your business in ‘59. 


metallic decorated 
WASTE BASKET 


B-30DS New polyethylene square 
basket (10x1134 high) with molded 
in feet and sturdy flanged rim 
Handsomely decorated in tarnish 
proof gold metallic leaf on all four 
sides. Elegant decorator colors. One 
of 15 popular Lustro-Ware waste 
basket styles. 


— 


RYTHING 


eter 
elias: Sa a ee 


- ee eeerrte, “ 
4 “* + 
24% pap TE one > 7 
anise. ge 0S ae . 
a is , Sida 
ee x 


np 
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from the EXTRA TURNOVER 
of Nationally Advertised Values 


Ask your supplier for seasonal tips on how to cash in on the traffic 


appeal of a complete Lustro-Ware housewares center. Free ad mats 0 


5 
and other merchandising aids make it easy to keep customers 
shopping for matching Lustro-Ware, brides’ shower gifts, etc. 


Also ask for the NEW 16-page Lustro-Ware catalog or write 
COLUMBUS PLASTIC PRODUCTS, INC., Columbus, O. 


Sdies off j ; j ‘ fies OF ‘ A. 


nada 


NEW 
polyethylene SPRINKLING CAN 


L-510S$ Acolorful streamlined beauty 
gardeners can't resist. Big 9 at. size 
yet balances perfectly for effortless 
pouring. Easy-on-and-off spray head. 
Labeled to create impulse sales. 


L-44S New Screw Top DECANTER— 
holds over 2 gal. (70 oz Sturdy 


. handle for pouring. 
’ ' < 


T-1§ New Polyethylene 4 compart 
ment SILVERWARE TRAY A value 


leader that nests to save counter space. 


OD wwe ttt wn ee 


| waste baskets 


- _ » 
, 
= Guaranteed by 


Giood Houseke + p 
* 





HARDWARE WEEK 





the 


MODEL NO. 60M 


with magnetic lid-lifter 


a 


~~ ——_—— 


*3” Dazey Leader ™*°2°° 


Boost your Hardware Week Sales 


. with Dazey! Standard model LEADER can opener 
with all these top-quality features ... regularly $3.95... 
now only $2.95 during Hardware Week! 


@ New improved design 

® Grease-sealed cutting wheel 

® Magnetic lid-lifter 

® White, yellow or red baked 
enamel finish 


All Dazey products are guaranteed, in writing. 
free of defects in workmanship and material. 


NO. SP60M Available for a limited time only! 


Be sure to order No. SP60M from 
Self-selling display pack- your distributor now! 
age. 3 white, 2 yellow, 1 


red. Dealer cost: $11.82 Be sure 


it’s a 


ss 


SEE DAZEY IN CHICAGO... Booths 201-203 : 


MANUFACTURED BY THE DAZEY CORPORATION, ST. LOUIS 7, MO. 
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agic THE LINE FOR ’59! 
THe only comptale lind, oF 


DO-IT-YOURSELF REPAIR PRODUCTS IN 


1 Dubble card packaging 


\. aluminum 


a3) 


REPAIRS | 
EVERYTHING! 


Magic PLASTIC 
ALUMINUM 
The amazing metal mender 
with 1001 uses. Real meta! in 
paste form. Both $1.00 and 
59c sizes in new Bubble Paks. 
Free Goods Deal — 


Baker's Dozen on $1.00 size! 


MANET HOUTEMOLE COLPER 


Se Sens Of TOGGLE SEEEte’ 


Magic LIQUID SOLDER 
The handy household solder 
that sticks to anything. Heat- 
less .., strong... sets in 
minutes. 


35 List 


A) WHITE APPLIANCE TOUCH-UP 


PORCELAIN 


Magic PORCELAIN 
GLAZE 

New handy brush cap for 

easy application. Hides ugly 

chips and worn spots to 

restore original beauty of 

appliances. 


35c¢ List 


Carreracrres® @earaatise ’ 


* « 
oor wees @enet t vee’ terme: 


Magic CRYSTAL 
CLEAR CEMENT 
Mends all — wood, leather, 
china, glass, jewelry, toys, 
models. Has amazing strength, 
is transparent, water-proof 

and fast-setting. 


35c List 


NATIONALLY 
ADVERTISED 
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Magic FIX-ALL 
PORCELAIN 
Mends nicks and scratches 
on all appliances like new. 
Heatproof to 400° F. and 
stays white! 
49c List 


NO HEAT OF 
TOOLS NEEDED 


r 7 
i CALES CRACKS grewnd TUBS and Simas! j 








"=< MAGIC 


Magic TUB ''N TILE 
SEALER 
The popular, plastic 
white waterproof seal- 
er for caulking tubs 
and sinks, replacing 
loose tile. 


79 List 


RUBBER 


Amazing new rubber in paste form. 


Seals windshield leaks, mends convert- 
ible tops, raincoats, boots, rubbers, 
hoses, swimming pools, awnings. Makes 


rugs slip-proof. Repairs all rubber and 
AT THE INDEPENDENT 


fabrics. Dries quickly — tough, elastic, 
permanent, water-proof. Both $1.00 and 
HOUSEWARES EXHIBIT 
Booth +70 


59c sizes in Bubble Paks. 
Morrison Hotel, 
Chicago 
JAN. 11-16, 1959 





CONTINENTAL Can COMPANY, INC. 


E 


530 FIFTH AVENUE 


NEw YORK 36; N. Y. 


To the Housewares buyer: 


You've known Decoware a5 a good, economical line of 
aecorated pantryware- Now Decoware is about _to spread 


its wings and fly: 


We're going Lo show you how to open the pocketbooks of 
women who call anda want to pay more for pneautifully 
styled, reasonably priced merchandise. 


Two new Decoware Lines will be introduced at the House- 
wares Snow. They complement our present line, which 1s 
being continued. If you are concerned with costs, and 
returns per square foot, you'll find the answer at 
Booths 152 and 154. 





mis will be your most profitab’s Show ever! 


Sincerely, 


DECOWARE DIVISION 


FRED) DIA 


PESIENER . consyiy 


NT 


ta Worf with 
ane Lives, (Wp, 


and 
See the new hg ne opuland 
waned Ofou) | 


DECOWARE... nr Says 
Booths 132 and 134 Housewares Show 


22 


HARDWARE AGE, JANUARY 1, 1959 





mre hy ee Pe 
ery HS i > 
eS. nN 


ent ORY REFUND 
Soul * oF was 
* Guaranteed by ~ 
Good Housekeeping 
Sy 


, 
No ‘A 
74S Apventistd WE 


Fast selling 
All-Purpose Ribbed Polyethylene 


OUSEHOLD MAT 


4 f 


6 ft., 9 ft., 12 ft. 
All 30 in. wide. 


Top suggestion seller all dressed up in a brand new 
4-color package! For floor runners, carpet protectors, 
closet floors, door mats, 1001 other uses! Sensational 
impulse item ... just display and watch it sell! 


@ Transparent Plus New Soft-tone Decorator Colors! 
Pearl Gray, Sea Foam Green, Sand! 
Miracle Polyethylene! Trims with scissors, cleans 
with damp cloth! 
Big Promotional Back-up! National advertising, free 
Sales aids! 
Choice of Packaging! Pre-packaged, pre-priced in - 
the popular .6-foot rolls and new assorted size Consumer Products Div. 
cartons . . . 12 or 24 to display-shipper case; : 
handy 50-ft. and 100-ft. bulk rolls, too! 
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FEATURE THE FANS MOST OF 





Portable Twin Fan 

T-4—$59.957 

@ Electrically reversible, at full speed 
e Three speeds each way 

@ Fits casement or sash windows 


@ Circulates, or ventilates outside air 





rT 
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ee 
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All Purpose Fan 
A-2—$29.957 

e Broad, powerful air stream 

» Safety-grille front and back 

@ Use as table, wall or floor fan 


20" Portable Fan 

W-7—$49.957 

e Electrically reversible, at full speed 
e Three speeds each way 

e Powerful blades—4000 CFMf 

e Circulates or ventilates 


Hassock Fan 
F-3—$59.95+ 

e Draft-free cooling. Quiet 

e Two sets of fan blades 

e Three speeds. Safety design 





/ out of 10 prospects 
prefer General Electric Fans 


’ 
ma 
‘ 





De Luxe 20" Automatic Fan 
W-10—$69.957 

e Superpowerful—5000 CFM ft 

@ Electrically reversible, at full speed 
@ New air-diffuser safety grille 

e Three speeds each way 


16/2" Oscillating Fan 
V-164—$54.957 

e Extra-powerful “Vortalex” blades 

@ Oscillating or not, at a twist of knob 
e Tilts to any angle 


*In a national survey of 13,438 adults by Daniel Starch and staff, reported in May 1958, 


t Manufacturer’s suggested list price 
67°, of those who mentioned a specific brand stated a preference for General Electric Fans 


} NEMA rating 


General Electric Company, Automatic Blanket & Fan Dept., Bridgeport 2, Conn, 
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YOUR CUSTOMERS WANT! 


When asked to mention a specific brand, seven out of 
ten prospective fan customers gave General Electric as 
their first choice when buying a fan. 


Speed selling, boost turnover, avoid lost sales with G-E 
Fans—the number one line in consumer preference. 


Make this preference work for you! You can eas ily if There’s a full-powered General Electric Fan for every fan customer 
you feature and display the fans that most of your cus- 


somners ore looking for. GENERAL @@ ELECTRIC 
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20" Portable Fan 20" Window Fan 


W-6—$39.957 W-9—$49.95+ 


26" Window Fan 
W-8—$39.957 

e | asily reversible. Easy to carry @ Electrically reversible, at full speed @ Fits windows from 20" to 38" wide 
e Ventilates or circulates 

@ Powerful blades—4000 CFMf 


e Three speeds—safety designed 


e Three speeds each way @ New sunburst safety guard 
e Fits windows from 20" to 38" wide e Cools up to five rooms 
@ New sunburst safety guard @ Sealed oil system. Extra quiet 











Oscillating Fans 20" Portable Roll-Around Fan 
10" S-107—$18.954—12" S-125—$29.957 P-3—$59.95+ 





@ Oscillating or not—just turn a knob 
e@ Easy wing-nut tilt adjustment 


@ Sealed oil system. Extra quiet 


@ Rolls easily anywhere 
e Three speeds. Adjustable tlt 


@ Converts to 20" portable fan 


Get your exciting NEW General Electric Fan dis- 
plays. They’re GUARANTEED to help you sell. See 
your General Electric distributor for all the facts! 
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Mass Production 
Mass Distribution 
- ——- Sales srinc sour revucep 


PRICES ...SAVE CUSTOMERS..... 


S15 30 


ZEN ON THESE FINE 
au IR BRAZIERS 


STAINLESS ee 
STEEL \\A Similar savings on 


other models 


\) - SV 
\ WS SA 
VAD. SSA 
\s N SS Ss 

WA 
BOSE RAQ’ 
‘ SONA 

S| 

@ S 


$74.95 


Was $99.95 


DL 8-G $59.95 


Was $89.95 


Manufacturing “know how” and streamlined production 
facilities enable Big Boy to affect these substantial 
customer savings without sacrificing quality. 
The result is brisker sales with full profits 
to jobbers and dealers. The same extensive facilities 
insure prompt, dependable, cross-country deliveries. 


DL 80-G 
It pays to sell the leader. 


Was $64.95 





For the Barbecue Surprise of the Year 
ALSO See the Complete Big Boy Line at the 


A FULL LINE OF NATIONAL HOUSEWARES SHOW 


ACCESSORIES NAVY PIER, CHICAGO, JANUARY 12-16 
INCLUDING SPACE 1038-40-42 


THE FAMOUS BIG BOY MANUFACTURING CO., BURBANK, CALIF. 


BIG BOY NEW YORK SALES & SHOWROOM, LOWELL BLDG., 1140 BROADWAY 
COOK BOOK FACTORIES: BURBANK, CALIF. - ST. LOUIS, MO. 
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FOR THE FIRST TIME, here is a complete pro- 
motion on vacuum bottles, outing kits, picnic jugs 
and ice chests to bring you extra sales from the 
\ vacuum BOTTLES winter sports enthusiasts among your customers. 
| \ with Ask your supplier for FREE tie-in display materials 
e EXCLUSIVE or write us direct. 
CUP HANDLE 


for drinking and 
Carrying ease 


GUARANTEED 


performance and 
quality 


~ i ons 


i OUTING KITS with ex- PICNIC JUGS and ICE CHESTS 

protects > |. CU clusive new features for with rugged construction features. 

filler tip... “ 7 fast sales and profits. Wide range of sizes, styles and prices. 
slashes | ' 


breakage THE AMERICAN THERMOS PRODUCTS COMPANY, NORWICH, CONNECTICUT 


Canadian Thermos Products., Ltd., Toronto - Thermos, Ltd., London 
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Now’s the time to sell DAP 


CAULKING -GLAZING-SEALING PRODUCTS 


Now...and month after month! DAP ad- 
vertises the year round to pre-sell your cus- 
tomers on the many uses for every product 
in the complete DAP line. Cartoons you see 
here appear in advertisements seen again 


and again by more than 40 MILLION peo- 


7 


- + << 


ple!* Find out how this powerful pre-selling 
program plus plenty of dealer tie-in material 
plus sales-building packages and special self- 
serve merchandisers make DAP the best- 
profit line for you. Call your wholesaler now 
or write us for his name. 


Advertised the year round in The Saturday Evening Post, 


Popular Mechanics, Household, Sunset, Progressive Farmer, 
Family Handyman and other magazines. 





DAP ...Caulking Compounds in cartridges, cans and collapsible tubes — Black-Tite — Rope Caulk — Kwik- 
Seal ® —‘33’ and ‘1012’ Glazing Compounds— Putties—all in bright packages designed for user convenience. 


Factories in: Dayton, Ohio « Alexandria, Virginia ¢ Chicago, Illinois ¢« Decatur, Georgia 
Dallas, Texas * Richmond, California « Xenia, Ohio « Melrose, Massachusetts 
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all em both! 


Nothing sells like a top-quality line. Except two of them! 


Those who stocked copper-clad stainless steel Revere Ware and 
new stainless steel Patriot Ware proved this last year. Both lines 
were best sellers. And promise to do even better this year. 


They make up the best-balanced selection of cookware today. 
That fact—and superb Revere quality in both lines—keeps your 
customers happy. And brings them back for more. 

Stock both now to give customers exactly what they want. Display 
them. You'll sell them! See your supplier today. Let Revere’s broad 
new advertising and promotion program work for you full time 
this spring! Revere Copper and Brass Incorporated, Rome, N. Y. 


* * * 


VISITING THE HOUSEWARES SHOW? See the full display of 
both Revere Ware and Patriot Ware at Booths 640 through 648, 
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The winning line for 59! 


Again...Cal-Dak leads the field with a line 

New! 

Laundry Cart with 

find new items, new designs, new and exclusive bronze tone frame, a 


color-trimmed Lag Print or plain 
clothes container Perennal 
visit the Cal-Dak display, National Housewares a _ Hamper 
Show, Chicago. Booths 928-930-932. SS Byer 2 24 bronze tone 
\ | . ey AAR ras frame 


that sets the pace in quality and styling. You'll 











features that are smart and saleable when you 


Pick your Cal-Dak winners for 
profitable selling in ‘59! 


New! 
Cal-Dak® ’ — >) Queen-Size 
Shopping Carts’ Pesca wastes Space-Saver New!. 
Cee imueealey | ee eek Tray Table Bronze tone 
Side-Winder | | \\ wi ei Set stete Rail ** 
Cart Type ‘ + a nT with play beads 
Hose Ree! ™ “ 
and hand truck 





| King-Size 
Space-Saver 
Roll-A-Rack TF 
| Set 
Wheeleasy | Imperial 
lroning Caddy * | | Hostess Cart 
with swivel WW, with two 
casters ——— . ——————— super-size 
= = trays 





Imperial 
Roll-A- Tray 
Set with 
1936” x 28%" 
tray tops 
Imperial 
tray-top 
folding 
Coffee Table 
Des. Patent applied for 
‘Des. Pat. No. 180,543 


Fiber Glass 
‘* Patented U.S. Pat. No. 2,859,454 


King-Size Tray Tables 
and Roll-A-RackT Sets 


NATIONALLY ADVERTISED to pre-sell your customers 


Manufacturers of Work-Saving Quality Housewares 
X 
FOUR FACTORIES: Lancaster, Pa, + Chicago, Ill. * Litthe Rock, Ark. * Colton, Calif. 
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SWING-A-WAY HAS EVERYTHING YOU WANT! 


The quality you want: SWING-A-WAY is rated first in quality and value by America’s foremost 
testing laboratory. 7he sty/e you want: SWING-A-WAY is as fresh as tomorrow... today. Dra- 
matic, new styling assures sales success. /he price you want: SWING-A-WAY is priced right 
for fast turnover. It’s the worth-more product that costs less. 7he protection you want: 
SWING-A-WAY is backed by a 5-year guarantee that protects both your customers and you. 


Why not put these selling advantages to work for you? . aT 
You can sell more, make more with SWING-A-WAY! WING y 


MAGNETIC , PORTABLE st” | AUTOMATIC 
CAN OPENER from $3.49 ICE CRUSHER from $9.95 | CAN OPENER from $1.96 = CAN OPENER from $4.49 


«i ag, Re 





PORTABLE 
ICE CRUSHER from $7.95 KNIFE SHARPENER $1.98 


AUTOMATIC ELECTRIC CAN OPENER AND KNIFE SHARPENER $27.95 


SWING-A-WAY MANUFACTURING CO., 4100 BECK AVE., ST. LOUIS 16, MO. @ IN CANADA: FOX AGENCIES, PORT CREDIT, ONT. 
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... FROM WESTINGHOUSE—THE GREATEST ADVANCE IN LIGHT BULBS 


30,000,000 


will see 


...and It pays up to 21.7% extra profit! 
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ESTINGAOS? 


IN 34 YEARS! 


2 


The New Shape Westinghouse Eye Saving White bulb is the most heavily advertised bulb 
in history! Exciting, hard-selling network commercials on the “Westinghouse Desilu Play- 
house’’...2-page spreads and full-page ads in color in Reader’s Digest, Life, The Saturday 
Evening Post, Time, Ladies’ Home Journal! And there’s even more to this great new bulb 
than the unprecedented promotion it’s getting. New Shape Eye Saving White bulbs pay up 
to 21.7% more profit than old-fashioned bulbs! Stock up now! Call your authorized 
Westinghouse lamp agent or write— Westinghouse Lamp Division, Bloomfield, N. J. 


you CAN BE SURE...1F IT's \ Vesti nghouse 


Watch ‘Westinghouse Lucille Ball-Desi Arnaz Shows” CBS-TV Mondays 
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ONCE AGAIN 


SLICING M 
IS GOING TO STE 


a MOST 
REVOLUTIONARY | 
NEW 
DEVELOPMENT! / 





at the show 


Don’t miss the big surprise... you won’t believe your eyes... 
On view for you at the NHMA National Housewares Exhibit 


January 12th-16th ¢ Booths 828-830 


® 


Slicing Machine Co., Inc. 
Walden, New York 
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with 
your 
purchase 


of 


Beaune rr Or Ps 
F Genuine’ by eS 
Good Housekeeping 


ane 
~or as aovearisto 


SQUEEZES » 
ITSELF of 
DRY 


Refills Always “™ 
Available 


Quickie Mfg. Corp., 


No. 51 Special — Quickie Automatic 
a, with Nylon rollers 
piece striped yellow handle 6 


es S68  Guichie 
Packed 6 in a Seif Selling 
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Model 51 


Gets your floor 


CLEANER, FASTER, 


EASIER! 


20th & Oxford Streets, Phila. 21, Pa. 


Order from your Jobber 
or mail us your order 
QUICKIE MANUFACTURING CORPORATION 
20th & Oxferd Sts. © Philadelphia 21, Pa. 





HOTTEST CLOTHES LINE DEAL EVER! 





Y DROP LITE'S 
~ Deluxe Jumbo 
| Plastic 
Clothes Line 


\’ with Heavy Duty 
. \- Steel Core 


YEARS 





FOR 








_yARANTERD 
/NO STRETCH, SINK, 
ae OR SAG 











100 ft. coil packaged in 
attractive colorful 
vinyl display bag. 





EXCELLENT PROMOTIONAL ITEMS 
EXTENSION CORDS PORTABLE PATIO LAMPS 


: 100 and 1 USES! 
yy With Guaranteed » ee waperer 
4 b7 % Unbreakable utaoor Enter aining 


{2 rubber connectors 5 : oe Pn 
Sr for use Indoors * Hobbies Everywhere 
and Outdoors. bef 


in Red, Green Q All Aluminum Shell is rustproof, tarnish 
or Black wire | proof, weatherproof. Sold complete with 
, . % desired length wire and clamp with vinyl 


— A otecti ing. Bulk packed or individ- 
15 ft. - 25 ft. - 50 ft. - 100 ft. lengths —— ulk packed or indivi 


DROP LITE ELECTRIC MFG. CORP. 119 Avenved 


36 


e New York 9, N. Y. « CAnal 8-3370 
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PYREX S/AUSS(MAAILEIR | 


for Spring, 1959 


How to keep 


your Christmas volume 


booming 


all Spring W 








For high-powered retail selling ideas, see us at The Housewares Show « Booths 649-655 





lis new, consumer-tested, sales-tested 
¥ REX*Oven-Refrigerator-Freezer Set 


500-O-TBP— new, space-saving oven-refrigerator- As appealing on the table as it is on your shelf. Color- 
freezer set in traditional turquoise butterprint design tuned PYREX Ware is the pretty, practical way to 
on white—TO RETAIL AT $3.95. bake, serve, store. 


, these items appearing in 
rOmMmoO e PYREX* national spring ads 


TIMELY SELLING THEMES... 


To sell more casseroles all during Lent: 


“MAKE EVERY LENTEN MEAL A LITTLE BIT 
SPECIAL WITH PYREX CASSEROLES” 


To sell beverage servers all Spring: 


“COLD DRINKS, HOT DRINKS LOOK GOOD, 
TASTE BETTER IN PYREX WARE” 


Display these items on new PYREX*: WARE 

















‘ CORNING 


‘affic-stopping;’ display fixture 


new 


servers...today's look for today's cook 





‘ CORNING researc! 








PYREX WARE 
Shares the cost of these traffi- 


stopping fixtures with you... 


Want new peaks in PYREX Ware Sales? Then put one of these tested fixtures in your store. 
We're so sure that business will soar for the both of us, that we’ll share the cost of these fix- 
tures with you 50-50! 


SALES BUILDER — For smaller hardware stores, a basic volume build- SENIOR SALES BUILDER— Medium-sized stores can get bigger 
er that measures 42” high x 32” wide x 23” deep. Worth $30.00 — volume, faster turnover with this “quick-pick"” 48” high x 46” wide 
dealer cost only $15.00 with 10-case order. Order No. SB-100. x 48” deep Senior Sales Builder. Purchase 25 cases; this $60.00 

value yours for a surprisingly low $30.00. Order No. SSB-200. 


SEE YOUR 

PYREX DISTRIBUTOR 
NOW FOR THE 
RIGHT FIXTURE 

FOR YOUR STORE 
OR WRITE US 

FOR COLORFUL 
BROCHURE 


NEW PROFIT BUILDER — Upgrade your store, display the entire full-color PYREX Ware 
line with this handsome gondola fixture that sells from 4 sides. Measures 54” high x 


90” long. Comes fully equipped with plastic panels backed with fluorescent lighting. 
With 50-case order, $125.00—a $250.00 value. Order No. PB-300. 


CC-66-1-59 Litho in U.S.A 
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Housewares Merchandising Guide 
January |, 1959 


iow to sell 


- Y ‘ _ y 4% ‘ 
fF HOUSEWARES 
Ve ‘ y A 4 
\| 


im todays market 


Today's housewares market 
offers more challenge and 
more profit potential than 
ever before. Here's your 
planning aid for strong 
year-round housewares 
promotion. Target: a 12°% 
sales and profit increase 
throughout 1959. 


need more volume 
need to plan 

need more traffic 
need revolving credit 
need co-op ad dollars 
need advertising themes 
need better fixtures 
need new customers 
need sales ideas 

need better displays 
need self service 
need right basic lines 
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Housewares Merchandising Guide 


12% More in 1959 


How to inerease housewares 


sales 12% 


Here is your Guide to more housewares profit through better 


sales promotion and merchandising, and learning how to 


make the most of your competition’s weaknesses. 


by James M. Dixon, associate editor 


How to increase housewares sales by 12 percent? This is possible through 
careful planning, good timing in promotions, and a change in attitude toward 
housewares. 

Housewares cannot be treated as you treat tools or garden merchandise. 
Housewares have a big style and color factor. It’s a fast turnover line that 
must be promoted, and sometimes marked down to make room for new models 
coming along. 

But there is ample allowance for markdowns and sales promotion in the 40 
percent margins of profit most housewares lines carry. Keeping stocks up to 
date and promoting them will give you the 12 percent sales and profit increase. 

Why 12 percent? 

HARDWARE AGE asked for opinions about this year’s sales potential in house- 
wares. Manufacturers and economists give predictions that range from 10 
to 15 percent increases, now that the recession has faded away. A modest 
predictable sales gain is 12 percent, for dealers who will: 

First, use the methods outlined in this Housewares Merchandising Guide: 
run strong sales promotion of key items for traffic, use manufacturer’s aids 
to lower costs of promotions, improve self service and impulse displays, build 
credit sales. 

Second, change their attitude about housewares being just another hardware 
line. That is, recognize the strong influence of style, color, and new materials. 
And keep turnover fast through promoting these factors, while taking occa- 
sional markdowns to keep stocks fresh. 

Third, plan a general outline of the year, month by month, covering basic 
stock levels, displays, sales promotions, and clearances. 

Housewares are growing steadily as a sales and profit factor. Close to 20 
percent of your total sales are housewares sales. Better than 20 percent of 
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your profit comes from housewares, if your store is average. House- 
wares give you three to four stock turns a year, at a full 40 percent 
margin of profit in most lines, and even more in others. 

Dealers will sell more than $500 million worth of housewares this 
year. That’s twice the volume of the early 1940’s, and close to six 
times the sales of 30 vears ago in stores like yours. 

Housewares are a big growth industry, and overall sales will 
grow again this year by 10 to 15 percent. Will you get your slice of 
this increase? 

Don’t settle for a 5 percent sales gain in a market that will hum 
with activity. Make your goal a 10-12-15 percent boost over last 
year then work to it, using the ideas in this Guide. 

Housewares manufacturers are ready for a big sales year. “There 
will be more new and redesigned products at the National House- 
wares Show this year than ever before,” say show officials. 

More manufacturers have set aside more promotional money 
than ever before, in anticipation of a full recovery from the 1957 
recession. 


Customers are plentiful 


In 1959 and the “booming 60's” more young folks will marry and 
buy or rent homes than at any time in our history. When new homes 
are decorated or old homes repaired, housewares’ sales boom. 

Our population increases in recent years have startled the experts. 
We have already reached the expected population level for 1980, 
a nation of 174 million. By next vear at this time, we'll count 177 
million noses—nearly 4500 for every hardware store in the country. 

The pattern of increasing births has been set, and the boom that 
begun in the war years is catching up. Starting this year, and 
greatly expanding in the 1960’s, there will be an ever growing 
traffic of newlyweds visiting your housewares department. 


You must start now 

As married couples set up housekeeping, housewares will be the 
first department shopped in your store. Later they'll be back for 
home improvement and maintenance items, lawn and garden needs, 
etc. 

This Guide touches on many aspects of housewares sales and 
management that will grow in importance into the booming 60’s. 
This is the era of swift shopping and self service. We’re in a credit 
economy. And never has there been a more important period of 
transition in packaging, pricing, and display ideas. 

Whether you are concerned only with 1959, or are looking ahead, 
now is the time to become a modern housewares merchandiser. Now 
is the time to recognize the style factor and fast turnover aspect 
of housewares. Gone are the days when a slow mover could warm 
your shelves for years. 

Key your planning to the subjects in this Guide. Study your com- 
petitor’s weaknesses, such as thin assortments and lack of service. 
Exploit those weaknesses. And rely heavily on your wholesaler for 
merchandising helps for more housewares sales this year. 

Set your goal at a 12 percent housewares sales increase. Plan 
ahead for it. Work for it, but don’t put forth a haphazard effort. 
3e conscious of your goal each day and week. The potential is there 
this year, as never before. 
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HARDWARE AGE 


Housewares Merchandising Guide 


12% More in 1959 


To get store traffic 
plan your ad programs 


Consistent housewares advertising can be done on a budget of 


47% of gross sales. Plan your schedules to bring in traffic for 


the peak promotional periods. The key to success in advertis- 


ing is to keep on a schedule planned in advance of sales peaks. 


What about advertising in your housewares 
planning? 

Will it help you reach that 12 percent sales 
increase goal? 

Yes, but not by luck, or accident. 

One highly competitive field to which this 
statement applies with particular emphasis is 
the fast-turnover housewares department, in 
the relatively slow-turnover hardware store. 

If you want to increase sales in your house- 
wares department, it must be singled out for 
special attention. Consistent, well-planned ad- 
vertising must be depended upon to produce 
the greater traffic flow which is the life of this 
department. Advantage must be taken of every 
gift-giving season, holiday, and event of special 
interest. 

To get to facts and figures, suppose you oper- 
ate a hardware store that does an annual gross 
volume of about $100,000. Let us assume that 
ubout $20,000 of this amount is housewares 
sales. 

Applying the usual rule of thumb, a figure of 
$2000 (2 percent of gross sales) would be con- 
sidered a fair advertising budget for the entire 
store. This is not a sufficiently large percentage 
if you are interested in substantially increasing 
your housewares sales by 12 percent or more. 


Most housewares carry a considerably higher 
mark-up than staple hardware items. Conse- 
quently it should be possible to apply a higher 
advertising percentage to this department. 

Remember, there is not a vast difference in a 
budget from either a 2 percent or a 4 percent 
housewares department appropriation. The ac- 
tual amount would be the difference between 
$400 and $800. At the same time, your $2000 
overall budget would be reduced to $1600, since 
you will have deducted the $20,000 annual gross 
sales from your housewares department, leav- 
ing the gross sales for the balance of your store 
at $80,000. 

If you now add the $800 amount based on 
4 percent of your housewares sales, you end 
with a total advertising budget of $2400. 

More important than being overly concerned 
with the total budget, you should decide that 
the entire $800 housewares advertising budget 
will be spent for that purpose. 

With a moderate amount of money available 
to increase housewares sales, how do you put 
it to work? 

First, even though it may seem rather ele- 
mentary, arm yourself with a calendar and 
mark off the important periods of greatest de- 
mand for housewares. These will present them- 
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To get store traffic 


selves as you turn the calendar pages, adjusted 
to the needs and seasons in your particular 
area, 

Begin with spring house-cleaning, the time 
for general refurbishing and remodeling. This 
is one of your best periods for the sale of 
general housewares, new aids for the kitchen, 
cleaning materials, waxes, and the scores of 
other items that are necessities of the season. 
This same house-cleaning idea can be carried 
over to promotions just before the major holi- 
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like this, plan your advertising to make customers want to come in and buy 


days when a home should present its best face 
to family and guests. 

Now chalk off the major holidays. Valentine’s 
Day, with its typical sentimental gift-giving; 
Thanksgiving Day, with the reasonable desire 
for newer or larger or better table services and 
cooking utensils; Christmas Day, which com- 
bines all the best features of gift-giving and 
the need for many practical housewares items. 

Don’t forget Mother’s Day and Father’s Day, 
and the back-to-school week in September. 





To get store traffic plan your ad programs 


(Continued ) 


The entire month of June is important, when 
the air is filled with news of weddings, each 
wedding creating a new family group that is 
both an immediate and a future prospect for 
your merchandise. 

These are a few of the major promotions to 
which you should devote special emphasis. 

On a limited budget, your local newspaper 
will probably represent your best investment 
unless you have a shopping-guide which circu- 
lates only in your trading area. 

The use of a printed medium is suggested 
because housewares should be pictured to be 
appreciated, if that is possible. While television 
is also a sight medium, it will usually be out of 
reach from a cost standpoint. 

If your budget warrants a few occasional TV 
spot announcements, have them coincide with 
promotional periods and make them count 


Choose the right spot 


through careful planning and a good selection 
of items. 

Assuming that you will be using newspaper 
advertising, be sure to select the pages where 
your ads will appear with an eye to reaching 
the person who will be purchasing the mer- 
chandise. If you are advertising gifts for 
Mother’s Day, remember that most of the items 
will be bought by males and place some of your 
effort on sports or business news pages. 

If you are featuring gifts for men, you will 
reach the women gift-givers through the home- 
maker or society pages. 

When your ads have general appeal, which 
will be true of the majority, then try to position 


them in the main news sections of your paper 
or on pages with editorial matter that ties in 
with the merchandise. 


If you use a portion of your budget for radio, 
a good, normally low-cost medium, you will ; et 
more benefit from a larger number of short 
announcements than from longer, more costly 
spots that will limit your effort. Even a 10- 
second announcement will allow time for the 
mention of some special item or feature. 

In all of the advertising you do during these 
promotional periods, keep in constant touch 
with manufacturers and your distributor sales- 
men. Co-operative advertising assistance is 
‘most likely available at these seasons, and will 
help you to stretch your advertising dollar con- 
siderably. 


Use the co-operative advertising guide pre- 


pared by HARDWARE AGE, but be sure to check 
the factory or distributor for final approval. 

The importance of well-planned advertising 
during these seasons and holidays is vital, 
since it is the basic structure of your entire 
promotional effort. 

Of equal, or even greater importance, is a 
consistent program of advertising which 
threads itself through the entire year and ties 
together the more obvious special efforts. 

No week should pass without some advertis 
ing for the housewares department. This can 
be achieved in several ways, even on a mod- 
erate budget. 

Every ad you run should carry at least a few 
lines calling attention to your housewares mer 
chandise and services. 

A small box can be inserted to remind read- 
ers they will find complete selections at your 
store. 

If you do not advertise your other depart- 
ments on a regular basis a consistent weekly 
ad will do wonders to promote housewares. 
This need not be a large space. A couple of 
inches in a single column will turn the trick. 
Repeat your complete selections thought and, 
if possible, include an offer of seasonal interest 
it the time. 

This doesn’t need to be merchandise. It can 
feature your gift-wrapping service, your wed- 
ding gift registry, your greeting card bar, any- 
thing that will keep your prospects aware that 
you are in business. 

Or you can play up “Gifts for Dad,” or 
“Gifts for Mom,” or remind your customers of 
some special gift-giving day that is Just around 
the corner. 


Market changes often 


Consistency is the key-word to successful ad- 
vertising of housewares. Most housewares 
items are constantly in need of replacement or 
replenishment. The unending production of 
new and improved cooking ware, utensils, small 
appliances and general household needs pro 
vides an equally unending market. 

Every gift-giving season brings new items, 
as well as recreating the demand for the old 
standards. 

Only through a consistent advertising effort 
can you maintain constant contact with your 
changing backlog of prospective customers. 
The time spent in careful planning and sys- 
tematic follow-through will reward you with 
increased sales and customer satisfaction. 
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Housewares Merchandising Guide 


12% More in 1959 


Promote revolving credit 


to write more and bigger sales cheeks 


Revolving credit is used to upgrade housewares sales and to get customers 


to group their purchases into bigger unit sales. Service charge enables 


dealers to cover cost of extending credit, plus up to 10% extra income. 


How important is credit to housewares sales” 

Will it help you gain a 12 percent sales in- 
crease? 

About 30 to 40 percent of all hardware stores 
today sell housewares on revolving credit. This 
is a great increase over credit sales of only 10 
to 15 years ago when cash on the barrelhead 
was the rule. 

Dealers interested in sales gains of 12 per- 
cent, or more, should include credit in some 
form as part of their planning. 

Credit is steadily playing a larger role in the 
sales of houseavares in hardware stores. The 
reason makes sense: few housewares are 
bought singly these days. Retail prices are 
higher. Unit sales are higher. There is more 
matched merchandise. It doesn’t take many $3- 
$5-$8 items to build a housewares sale to the 
credit range of $20. 

Bath accessories, cookware, and fireplace 
needs, for example, are seldom bought as single 
units. Customers buy matched assortments, 
and in record numbers to decorate the million 
new homes each year. 

Replacement sales run high these days. It 
seems that everyone wants his home to be 
showplace. Folks entertain more, and looks are 
more important in the family living areas 
where housewares dominate. Serviceable items 
are replaced long before they’ve outlived their 
usefulness, just for the sake of looks. 

Today’s customers willingly pay $15 to $20 
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for ironing boards. Most portable appliances 
run $20 or more. Matched sets of bathroom ac- 
cessories may cost $15 to $50. Yet, making 
sales in these price brackets could be like 
pulling teeth if the cushion of revolving credit 
were removed. 

Dealers who want that 12 percent house- 
wares’ sales increase this year will have to look 
closely at a credit plan. It’s the nature of our 
economy. A customer who enters your store 
with a list of housewares for spring or fall 
cleaning needs credit, or he may skimp to get 
by on his cash budget. 

A new resident in the neighborhood will have 
a list as long as your arm. Credit here will be 
a must. A do-it-yourselfer who is remodeling a 
kitchen, bath, or laundry will need credit to re- 
furbish the room with new housewares items. 


The most profitable plan 


Which credit plan will you want to promote: 
30-day charge, 30-60-90-day payment, or revolv- 
ing credit? 

Let’s discuss revolving credit. It’s the new- 
est form, the most flexible, and the most profit- 
able in Many ways. 

The advantages of revolving credit as a 
housewares sales tool are many. They are big- 
ger unit sales, more tie-in sales, better quality 
goods sold, less price resistance, more repeat 
traffic, a tendency to keep accounts open at all 
cost. 

Should you finance your own credit paper 
there’s a big advantage in the profit from ser- 
vice charges. A service charge of % to 1% 
percent per month on unpaid balances nets 
you about 10 percent profit, less bookkeeping 
costs. 

It’s simple: 150 customers with an average 
running balance of $20 bring you a bonus profit 
of from $300 to $500 a year. Most credit-minded 
dealers have many more accounts with pro- 
portionately higher extra profits. 

Starting a revolving credit plan means new 
customers, better gross sales and profit mar- 
gins and more repeat traffic to stores that had 
no credit policy. 

This statement also applies to dealers who 
could not afford, or would not risk, their own 
handling of credit paper. If you are in this 
position, you'll find banks and finance agencies 
willing to take over your credit paper for re- 
volving charge accounts. 

When you assign your accounts to a bank, 
you discount them. Even under this restriction, 
revolving credit is commonly known to bring 
increases in sales and profit of 20 percent. 


Promote revolving credit to write more and bigger sales checks 


(Continued 


Having a revolving credit plan, and making 
full use of it are two different things. 

Many stores have an excellent credit plan 
but never mention it in ads, windows displays, 
or store conversations. Many regular custom- 
ers are never told that their credit is good. 
Invariably they’d buy more if they knew they 
could buy on credit. 

Many stores add revolving credit to conven- 
tional credit (30-day), and give customers a 
choice. This is important, for there are still 
many customers who prefer the 30-day account. 

A major decision is necessary for dealers 
who want to get started in revolving credit 
sales. Can you afford to carry your own paper, 
or will you assign it to a bank at a discount? 

Before you answer the question, a trip to 
your bank for a full discussion of the problem 
will pay off. There are many angles to consider. 
Your banker knows them all. 

Getting into a financing program is more 
risky than you think. You need the counsel of 
a banker about your neighborhood, local credit 
conditions and trends, legal angles, and finan- 
cial requirements. The consumer’ spending 
funds you think ample may not be so. 

Can you afford to tie up several thousands 
of dollars in credit capital? 

Are you good at keeping books? 

Would you prefer to discount credit paper to 
the bank until you’re more certain of yourself? 

Should you decide to try revolving credit, 
on your own or with help, do it wholeheartedly. 


What dealers think about revolving credit 


Here are the opinions of dealers who have 
tried revolving credit and liked it: 
@ “We call revolving credit ‘perpetual debt,’ 
for most customers keep adding items as fast 
as they pay off old ones’’—New England dealer. 
@ “We run our own program, and we fix a 
credit ceiling for every customer based on our 
check of a local credit agency (each check costs 
75¢), the customer’s wage, and our opinion of 





HA Poster perks up interest in credit 





This HARDWARE AGE Revolving Credit Poster 
was designed as a service for dealers. It is being 
used by hundreds of dealers, in windows and about 
their stores, to arouse interest in revolving credit. 
You may have your printer duplicate posters, or 
order a supply. In red and black ink, they measure 
8xl1 in. on glossy paper. Price: 5 for 50¢. Send 
check or money order to Reader Service Dept., 
HARDWARE AGE, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. Please specify form No. 10. 
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the person. We grant special terms if a strike customers seldom want to close accounts” 
occurs or there’s illness after the account is Southern dealer. 

started’—Southern dealer. @ “We started out by asking a ‘2 percent per 
@ “We get a 10 percent down payment. Our month service charge on unpaid balances. Now 
minimum charge is $20, and maximum is $200. we get 1 percent and there are no complaints. 
We'll give a customer from two months to a Fewer than 1 percent of customers are late or 
year to pay, depending on the balance. Our renege’’—Midwest dealer. 
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HOW TO 


ST RE TCE your casn 


DO IT WITH A 


REVOLVING 
CHARGE ACCOUNT 


* Let us set up a special revolving charge account exactly 
suited to your needs. This account gives you open charge 
account privileges, up to the limit you agree to. 


> You simply pick out the amount that you want to charge (A, below), 
then check the monthly payment (B) to be sure it is suitable. 


> As you pay off the balance, you can make additional purchases 
without red tape up to original limits of your account. 


> The small, 10 percent down-payment will start your account after you 
fill in our quick-check charge application. It takes just minutes. 


2 The chart below shows typical amounts and payments. We can adjust 
time limits and payments to suit your needs. Ask any salesperson. 
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MONTHLY PAYMENTS FOR REVOLVING CHARGE ACCOUNTS 














NTHLY 
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*Plus small service charge Hardware Age Form No. !0 
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Housewares Merchandising Guide 


12% More in 1959 


How to stretch your ad dollars 


An effective way to go after that 12 percent housewares 


sales increase is through strong, consistent advertising. Here’ s 


your Directory of Co-operative Advertising Program which 


shows manufacturers who will share the cost of advertising. 


Advertising is about the quickest way to build traf- 
fic for that 12 percent sales increase. The question is: 
“How can I advertise as much as I’d like to on a 
limited budget?” 

Many housewares manufacturers have advertising 
money, promotional aids, and demonstrators avail- 
able to dealers. Use these co-op allowances to trim 


Directory of Housewares Co-operative 


Dealer 


your advertising costs. 

The list of such manufacturers which follows is not 
complete, but it is as accurate as possible at press time. 

Use this list when you choose items for ads and 
set up a budget for ads. 

Make certain you’re getting what you are entitled 
to when you purchase products bearing co-op money. 


’ — 7. 
Procrams 


Co-operative Money 


Aids Is Available for: 


Manufacturer: Available 


American Sponge & 
Chamois Co. 


Ad mats Yes 


Arvin Industries, Inc. Ad mats 


Radio, TV aids 


Big Boy Mfg. Co. Ad mats 


Newspaper Radio 


Policy: 


Yes 5° of net billing for any media. 


50% in most cases, except when more 
is authorized by wholesaler or district 
sales manager. 


See factory representative, who con- 
trols co-op funds in each territory. 
Demonstrators also available under same 
setup. 


HARDWARE AGE, JANUARY 1, 1959 





Directory of Housewares Co-operative Ad Programs 


Manufacturer: 


Bennett-Ireland Inc. 


Buckeye Div., 
Mardigian Corp. 


EK. L. Bruce Co. 


Cal-Dak Co. 


Camp Chemical Co. 


Chattanooga Roval Co. 


Clopay Corp. 


Columbus Plastie Products 


G. N. Coughlan Co. 


Craft Metal Products Ine. 
Desmond-Miller Corp. 


Dioptron Co. 


Dominion Electric Corp. 


Dor-File Mfg. Co. 


Du-All Mfg. Co. 


Ekco Autoyre Div., 
Ekeo Products Co. 


Ekco Flint Div. 
Ekco Products Co. 


Garner & Co. 
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Dealer Co-operative Money 
Aids Is Available for: 
Available Newspaper Radio 


Ad mats Yes 


Ad mats 
Radio aids 


Ad mats Conditional 


Ad mats 


Ad mats 
Radio spots 


Ad mats 
Radio, TV aids 


Demonstrators 


Ad mats 


Ad mats 
Radio, TV aids 


Ad mats 


Ad mats 
Ad mats 
Ad mats 
Ad mats 
Radio, TV aids 


Ad mats 


Ad mats 
Radio, TV aids 


Ad mats 
Ad mats 
Ad mats 
Radio, TV aids 


1, 1959 


Policy: 


50°. of net actual cost, up to 5% of 
net billing, for local ads, on orders of 
$1000 net each or more. 


Up to 50% allowance, with more ex- 
tensive program planned for 2nd quar- 
ter of 1959. 


Straight 50/50 plan of space charges 
only (no production cost) in ABC daily 
papers. Clear with factory represen- 
tative. 


50% of ad cost up to $25 per ad. 


10% of annual purchases on a 50/50 
co-operative basis. 


50°, maximum allowance. Wholesaler 
may cooperate on balance. Prior ap- 
proval required. 


These amounts available on 50/50 ba- 
sis at best local rate for firms that buy 
direct: Magic-Fold, $1 per door; Wal- 
Dor, 70¢ per door; Accordion, 39¢ per 
door; Wonder-Fold, 20¢ per door. 


1959 program being formulated, see 
factory representative. 


50°. of dealer’s cost when ad mats are 
used, up to $5 limit per ad. 


of total net sales each month. 
10°, of invoice amount. 


50°. advertising cooperation for items 
on catalog page. 


50/50 policy, see factory representa- 
tives for details. 


20° of invoice at current contract 
rate. Unused amounts forfeited at end 
of year. 


$6 per dz allowance on Saran RS-4 Mop. 
$1 P.M. checks given to salespeople on 


mop sales. 


50°. of black and white ad cost up to 
$20 per ad. Limit: 6 ads a year. 


50° of black and white ad cost up to 
$20 per ad. Limit: 6 ads a year. 


Based on percentage of sales, see fac- 
tory representative. 





Directory of Housewares Co-operative Ad Programs 


Manufacturer: 


General Electric Co. 


Hamilton Beach Co. 


Hamilton Cosco Inc. 


Handy Hannah Products 
Corp. 


Hoover Co. 


Kidde Mfg. Co. 


Meakins McKinnon Inc. 


Melard Mfg. Corp. 


Moe Light Div., 


Thomas Industries Inc. 


Mouli Mfg. Corp. 


Munsey Products Inc. 


North American Phillips 


Co. 


Peoria Metal Specialty Co. 


Plas-Tex Corp. 


Preway Inc. 


Pyroil Co. Ine. 


Dealer Co-operative Money 
Aids Is Available for: 
Available Newspaper Radio 


Ad mats 
Radio, TV aids 


Ad mats 


Ad mats 


Ad mats 


Ad mats 


Ad mats 


TV aids 


Ad mats 


Ad mats 


Ad mats 


Ad mats 


Ad mats 


Demonstrations 


Ad mats 


Ad mats 


Ad mats 


Ad mats 
Radio, TV aids 


Ad mats 


Policy: 


Based on percentage of purchases, con- 
trolled by wholesaler. 


50°. basis, all arrangements through 
wholesalers. 


To 300 lines a month, not accumula- 
tive, on 50°. basis of Hamilton’s estab- 
lished rate, based on newspaper's rate 
card (Cosco items only). 


50-50 basis, but must have sales man- 
ager’s approval in writing. See factory 
representative. 


50°, of local rate. Signed agreement 
necessary. See factory representative. 


10°. on list prices of purchases, on 
tearsheet, to dealers only. 


50°. on purchases, maximum allowed 
is $50. 


50°. of ad cost up to $20 per ad, total 
cost. Payment made as merchandis- 
ing credit upon presentation of tear- 
sheet. 


Allowance through wholesaler or di- 
rect depending on size of store and 
nature of promotion. 


50/50 share basis up to $7.50 per ad, 
using Bunting System ad mat service. 


30¢ each on toasters: 70¢ each on bak- 
ers: 10°. of cost accumulative on lad- 


ders. 


50°, of ad cost up to $50, at lowest 
local or contract rate. Written ap- 
proval necessary. 


Ad allowance and media choice in 
hands of wholesalers. Check your 
wholesaler. Broadside ads used mainly. 


50°, of local rate or 1/3 of national 
rate, whichever is lower. Ad mats must 
be used, in papers of under 75,000 cir- 
culation. Claims in 30 days. 


Dealer allowance controlled by whole- 
salers, based upon wholesaler’s net 
purchases. Generally cooperate to 25° 
of dealer’s cost. 


2070 advertising allowance upon presen- 
tation of tear sheets and invoice. 
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Directory of Housewares Co-operative Ad Programs 


Dealer Co-operative Money 
Aids Is Available for: 
Manufacturer: Available: Newspaper Radio 


Quickee Products Inc. Ad mats 


Research Products Corp., Ad mats 
S/M Specialty Products Div. 


Republic Molding Corp. Ad mats 


Revere Copper & Brass Inc. Ad mats 
Rome Mfg. Div. 


Ronson Corp. Ad mats 


Radio, TV aids 


Sanivan Laboratories Ad mats 
Radio, TV aids 


Schalk Chemical Co. Ad mats 


Demonstrators 


Seymour Smith & Son Inc. Ad mats 


Swingline Inc. Ad mats 


Thermador Electrical Ad mats 
Mfg. Co. Radio, TV aids 


KE. A. Thompson Co. Ad mats 


Toastmaster Div.., Ad mats 
McGraw-Edison Co. 


Trewax Co. Ad mats 
Demonstrators 
Wall Rope Works Inc. Ad mats 


Westclox Div. General Ad mats 
Time Corp. 


White Studios Ad mats 
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Policy: 


Ad allowances controlled by whole- 
saler, who requires proof of use. 
Check your wholesaler. 


$12 per gross introductory offer on 
Filter Fry, square model. 


50/50 basis when ad mats are used, 
dealers only, in newspapers with 60,000 
or less circulation. 


Signed agreement necessary, see fac- 
tory representative. 


Lowest dealer rate for all media. Ron- 
son will pay 75°. on some items and 
100°, on others toward cost, based 
upon number of units’ purchased. 
There is per-unit allowance on vari- 
ous items in line. 


50° allowance up to 5° of purchases. 


Free demonstrators available. Each 
request handled on individual basis. 


Dealers joining promotional program 
are listed as part of large company 
ads regularly appearing in 33 trading 
areas. Dealer must buy minimum stock 
selection to be listed. 


50/50 basis at lowest contract rate 
using ad mats. After first ad, authori- 
zation must be granted. 


f 


25°, dealer, 50°. wholesaler, based 
upon 14° of wholesaler purchases. 


Wholesaler controls allowance, up to 
5°, of paid purchases. 

Wholesalers authorize ads based upon 
their advertising accrual funds, in 
newspapers for which a Toastmaster 
fixed line rate is established. 


50°, allowance basis. Demonstrators 
available for special events. 

Flat allowance per year for use in Ccer- 
tain local newspapers, usually amounts 
to 50% share of ads. 


50° co-op money up to 5% of pur- 
chases on 1250, 2500 piece contracts 
dealers only. 


Based on 50% of ad cost at dealer’s 
best rate. 
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Housewares Merchandising Guide 


12% More in 1959 


7 basic sales themes... 


how to use them to sell more housewares 


Every sale needs a theme. Customers want to know why the sale 


is important enough for them to make a special visit to your 


store. Give your sales power with one of these basic themes. 


Every sale needs an anchor, a reason for being, to justify it in the eyes of your customers. Successful 
sales go a long way toward getting you that extra |2 percent. 

When your ad says "'Sale,'’ and little more your customers may not look twice. But when you give them 
a reason for lower prices, and a sale atmosphere to go with it, they will flock to your store in search of 


bargains. 


Most advertising experts agree there are seven classic themes for a successful housewares sale ad. 


list. 


Theme No. 1—Cash savings 

All price cutting is not malicious or dis- 
tasteful to manufacturers, suppliers, and deal- 
ers. Often there is good reason for making a 
bargain out of a staple, then using it in a sale. 

Year-end model changes causes surpluses. 
Seconds (irregulars) must be sold. Closeouts 
are inevitable in any line. Combination deals 
are standard sales procedure. 

Few sale themes will stir up more traffic than 
a new low price on one or more staple items. 
When price is your lure for traffic, use compari- 
son prices that are reasonable (see chart). 
Many customers will not believe you when you 
offer a “Sale—regularly $14.98 housewares, now 
$3.99.” Your sale prices can never insult cus- 
tomers’ intelligence and be successful. 

Headlines for this theme: 

“We bought a bargain, you can too!”’ 

“Slight imperfections save you 30%.” 

“We bought a truckload, you save 20%.” 


Theme No. 2-—All-for-one price 


A highlight among successful housewares 
promotions in recent years is the all-for-one 


These seven themes are explained here. Next time you're stuck for a headline idea for your sale, use this 


price promotion. Such prices as 88¢, $1.77, $2.22 
are appealing to vour trade for several reasons: 

® They create a bargain atmosphere, and 
there’s little confusion when the price is the 
same for many items in one ad. 

® A one-price sale lets you mix new stock 
and shelf warmers on the same counters. In- 
variably, old stock gets gobbled up with the new 
in the heat of a sale. 

® One big sign covers all items in the ad. 
There’s no problem in price marking. 

® Sales. such as the &88¢ kind, are great to 
promote big assortments within a line such as 
gadgets, baskets, cutlery, flatware, and cook- 
ware. 

Headlines for this theme: 

“Everything you need for cooking (serving, 
eating, etc.), iust 88¢.” 

“Take your pick at $1.77... why pay more?” 

“Maker changes models, at $6.66 you save 
$$$ on new stock.” 


Theme No. 3—Snob appeal 


High priced items have to be promoted, too. 
Often snob appeal is the best way to move 
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Pa. 


Pottstown, 


Buskirk & Brother, 


Cc 
5 
> 


Whether advertising or trimming a window, each housewares sales needs a theme to draw traffic. 


higher priced lines that don’t fit the bargain 
approach, such as better dinette sets. 

What is snob appeal? 

When vour ad says “Be the first in town to 
own 1959's newest dinette set,’ or “Costs more, 
for the discerning buyer,” or “Only 10 families 
in Yourtown can own this custom-made set,” 
vou've injected snob appeal. 


Theme No. 4—Seasona! appeal 


In March, most consumers start taking down 
storm windows to begin housecleaning. In Oc- 
tober, the procedure is reversed. So you adver- 
tise “Clean-up for spring (or the holidays)” in 
late February or September, allowing two to 
four weeks lead time. 

Timely clean-up ads are almost always suc- 
cessful if you: 

® Offer wide assortments of related items 
covering various chores. 

® Sprinkle a few bargains in the ad. 

® Back the ad with a sales carnival, demon- 
strations, giveaways, etc. 

Many clean-up lines are chemical products, 
liquid or powder. Historically, chemicals bear 
the largest co-op ad allowances, so a half or 
full-page ad may cost you little. Check your 
suppliers (and HA Co-Op Directory, p. 52) for 
this information. Don’t forget to ask them for 
giveaway bottles of wax, and other such sam- 
ples to build traffic. 

Seasonal themes also include Valentine’s Day, 
Mother’s Day, ete. All of these days, including 
national holidays, are perfect excuses for a 
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sale. And many holidays bring added traffic 
from customers who have the day off 
work. 


from 


When clean-up or holiday themes are used, 
it’s best to back them up with one or more 
large tables showing a mixture of items adver- 
tised, as well as sprinkling “as advertised” 
signs about the store. 


Theme No. 5—National ad tie-ins 

Major housewares manufacturers are stead- 
ily running promotions in consumer magazines. 
Use materials offered to vou to tie-in displays 
of stock you already own. 

A large Life or Better Homes & Gardens spread 
in color usually is seen by a majority of your 
customers. When you tie in with it, you get the 
benefit of a great deal of promotional money 
spent on your behalf. 

Next time a supplier salesman shows you a 
color spread for a major consumer magazine, 
ask him to help you set up a display in store or 
window. You’ll find he has plenty of free ma- 
terial, signs, pennants, etc., 
the promotion. 


to help you join 


Theme No. 6—-Credit and layaway 


You’re bound to create demand with good, 
consistent housewares advertising. Occasion- 
ally, you have to give low-budget customers a 
way to buy the things they cannot normally 
afford for cash. How many of your customers 
are in this bracket? Maybe half or more, if 
you are in a typical trading area. 

Many dealers make it a policy to run an oc- 





(Continued 


casional ad purely to announce credit and lay- 
away plans. Others mention it seasonally. 
Some include it in every ad. The point is, it 
must be done, and with some degree of fre- 
quency. 

You would be surprised at the number of 
customers who frequent your store who aren't 
aware of your credit policy. 

Suggested ad themes: “On a budget? We have 
a credit (layaway) plan to suit your needs,” or 
“If you have a steady job and good credit, we'll 
open an account for you in minutes.” 


Theme No. 7—Clearances and 
markdowns 

Customers expect to see clearances and mark- 
down sales in your store. They know legitimate 
values are to be had this way, and they have 
been conditioned to these sales by department 
stores and chains. 


7 basic sales themes to sell more housewares 


Inventory clearances, seasonal stock reduc- 
tions, and emergencies forced by a run of bad 
weather all force markdowns and sales. You 
need them, and your trade watches for them. 
If your ad is big enough and carries convincing 
price comparisons, customers will flock to your 
store. 

Remember, in this type of promotion, a clear- 
ance bargain has to bear close to a 20 percent 
markdown, or it isn’t much of a bargain. Your 
list prices must be actual, not something 
dreamed up to look good in an ad. 

Always remember, your first markdown is 
your cheapest. Your first markdown represents 
the best opportunity you'll ever have to sell a 
slow mover. When you reduce a $5 housewares 
item to $4.50 for clearance, chances of arousing 
much traffic are slim indeed. 

But when you trim a $5 item to $3.99 or $3.49, 
the trade will beat a path to your door. 





Will your customers believe your price cuts? 


Here is how you can find out. The figures below show how many customers will be- 
lieve your price reductions, based on a study made by the Better Business Bu- 
reau at Pittsburgh. In general, if you claim you reduce prices by the amounts 
given in the column on the left, below, you’ll find in the column on the right the 
number of customers who will accept the reduction. 


Advertised reduction: 


Prices cut 20 percent 





— os 


Prices cut 30 percent 











Prices cut 50 percent 





Customer acceptance: 


84% 


readers trust this claim 








readers trust this claim 





readers trust this claim 





readers trust this claim 
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12% More in 1959 


How to use flat areas 


for housewares displays 


Here are some housewares display ideas that use perforated 


paneling as the basic ingredient. For pennies per square 


foot you can convert old fashioned bases into modern selling 


units, and waste lines and blank walls into selling areas. 


Two waste lines were boxed-in to give this shadow box effect for 
gifts or other shelf housewares. Base units can be old counters, 

or open or closed bases you can make yourself as shown in 
drawing. These units may be plain counter tops of 34 in. plywood 
covered with tile and supported on pipe legs, or be closed-in 

bin units of 34 in. plywood on 2x3 in. framing. Metal or wooden 
tracks can be used for runners for !/ in. plywood sliding doors. 
Finish with tile top and/or hard-gloss enamel. 


Vv 
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Here's an idea for displaying long-handled 
items in tight display quarters. Build lower 
step shelves about six inches away from 

wall. Cover wall with perforated paneling, 
and long handles have room to hang behind 
lower shelves. 





io use flat areas for housewares displays 


(Continued ) 



































Here's another way to convert old 3x6 or 3x8 ft base units into modern fixtures. 30 in. wide panels of 
perforated board are cut to desired 2-3 ft lengths (see A-B) and mounted on 2x2 in. pine frames. 

These rectangles are set upright by triangularly-shaped feet at each end. The center unit in this drawing 
(C) is made of three 12x30 in. sections of perforated paneling, ioined together to form a triangle on a 
base that revolves. These sections are portable. They can be arranged any way you want them on 

the ola bases. Glass binning completes the counter top for a perfect display counter for gadgets, 
cutlery or kitchen tools. 


Where there's floor space for this 
divider unit, or some section you 
want to hide or close off, low-cost 
perforated paneling saves the day. 
You can measure this unit to fit 
your needs. Build a 2x4 framework, 
with cross braces, and cover it 
with perforated paneling that is at 





least !/5 in. thick. You arrange 

the boards for shelving to suit 

your need, and remember these 
boards must touch floor to give 
support to the unit. Use Ix12 

in. lumber, butt-jointed together. 
Use screws for fasteners. Finish with 
two coats hard gloss or rubber 
base enamel. 


HARDWARE AGE, JANUARY 1, 














This photograph and drawing show the details of converting old flat-top 
bases into functional display units for carded and hanging housewares. 30 in. 
risers of framed perforated paneling are mounted between two old 

bases, set back to back. Glass bin sections and a coat of paint complete 
the transition to a modern fixture. Some dealers use aluminum or glass 

loaf pans, or wooden partitions in place of conventional glass binning. All 
items needed for conversion of two old 3x6 ft bases should not exceed 

a cost of $20 to $30. 
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12% from new customers 


One way to get that 12% increase in housewares is to go after new customers. 
Melmac dinnerware is a category where sales can climb through a big potential 


new market. There are 12% million homes with Melmac dinnerware in use now. 


but there still are 37/2 million home owners who are potential customers. 


You say a 12 percent housewares sales gain is 
impossible? 

Not at all. 

In fact, it is a proven understatement for deal- 
ers who have learned to promote Melmac dinner- 
ware. 

Melmac makes a yood Case study for modern 
merchandising ideas. It’s success has been quick, 
in a short life span. It shows what can happen 
In sales when good sales promotion and good dis- 
plays team up with a well-engineered and yuar- 
anteed product. 

Melmac, a registered trademark of American 
(yanamid Co., has been manufactured into din- 
nerware by many leading companies. 
million 
dining tables. This is an impressive figure, ac- 


Melmac dinnerware now graces 12! 


counting for 25 percent of all American homes. 

A far more impressive figure is: 37% million 
or 75 percent of homes is your sales potential. If 
vou currently sell $100, $500, or $1000 worth of 
Melmac dinnerware a vear, multiply that figure 
by four and you'll have an idea of your potential. 

Remember, too, that a whole rahye of design 
has opened up in Melmac dinnerware. Plain and 
fancy patterns are now ingrained into the once 
solid-color Ware. 

Some great refinements in pattern designs are 
likely in the near future which should raise sales 
potential even higher. 

The current hardware market for Melmac din- 
nerware - 

Dealers are currently doing in the neighbor- 
hood of $7,000,000 a year, or about 9 percent of 


ee = 


the $75,000,000 annual retail sales in 1957. An- 
other vear or so should see hardware dealer sales 
climb to the $10,000,000 a vear range. 

The figures used thus far and to be used fur- 
ther on in this article are based on an American 
Cyanamid survey of some 2000 housewives in 76 
sampling areas across the country. Farms, cities. 
high income, and low income groups are fairly 
represented. 

Here are questions and answers lifted from 
the survey, which was completed in July, 1958. 
Here is what the Melmac market is, and where 
It 1S: 


(1) What’s the market? Where do the mil- 
lions of non-owning Melmac families live? 
Size of city: of all non-owning families 
150,000 to 499,999 
2500 to 49,999 
200,000 to 1,999,999 
D0.000 to 149.999 
2 OOO.000 and over 
Under 2500 


Farm families 


Observation 

The very smallest and largest cities have the 
fewest non-owners. The largest segment of the 
market is in between, although there is big po- 
tential everywhere. Cities the size of Kansas 
City, Kan., and Burlington, Vt., combined seem 
to offer the outstanding sales potential. 


(2) When did 12!, million families acquire 
their Melmac dinnerware? 
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About 30 percent got their first pieces or sets 
since mid-1957. More than half (57 percent) 
got their first Melmac dinnerware since mid- 
1956. 


Observation 

This market has built up a terrific head of 
steam in the last few vears. The best is vet to 
come for merchandising-minded dealers. Lighter 
weights, clearer colors, unlimited patterns, and 
china-like 


translucency are features’ being 


steadily refined. 

(3) Are Melmac customers repeat customers 
for dealers? 

Nearly 33 percent of Melmac dinnerware buy- 
ers have returned for added purchases. 
Observation 

Few items give you a 33 percent return on 
original traffic, especially in 40 percent margin 
of profit lines. Here’s a good place to work on 
that 12 percent sales increase. 

(4) What is the basic reason given for buy- 
ing Melmac? 

More than 8 out of 10 customers list durability 
as the chief reason for buying. 


Who buys the most Melmac dinnerware? 


This is a picture of your best customer, and some fac 


eading brands of Melmac dinnerware. 





Observation 

The desire for durability will continue to make 
sales, but as style and range of patterns grow 
many added sales will be made to customers con- 


scious of appearance. 


(5) Is Melmac dinnerware considered 
strictly second-best to chinaware? 

Fighty-six percent of Melmac’s owners use 
their dinnerware daily and Sundays. 
Observation 

There will be less of the feeling that china- 
ware is needed for fancy entertaining as Mel- 
mac’s design range expands. Hardware dealers 
would generally rather stock and handle vir- 
tually-unbreakable Melmac than many types of 
fragile, high-markdown china and earthenware. 

(6) Which sells better, matching or mixed 
colors? 

Even with the addition of many new patterns 
in 1958, the survey shows that 65.7 percent of 
Melmac’s owners have bought mixed colors. 
And more than 42 percent own eight or more 
full place settings. 

Observation 


Mixed colors are best sellers in open stock, 


In the background, you'll see many of the 


@® Housewives under 











35 years of age 


@ with 
incomes between 
¢ 4000 and#7000 


@ with 
High School education 
or better 


@ and with one or 
more children under 
9 years of age 


THE MOST TYPICAL MELMAC OWNER’ 


IS YOUR BEST PROSPECT - 


AE EIGEN 
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12% from new customers by tapping market potential 


place settings and sets, by a wide margin. This 
trend may change as more patterns emerge to 
challenge plain colors. 


(7) How much of Melmac’s volume is con- 
sidered gift business? 

Thirty-three and a half percent of owners 

Melmac dinnerware as a 


surveyed got their 


gift. 

Observation 

Feature it in 
windows and gift display areas, especially for 
Mother’s Day, wedding gifts, and Christmas. 


Melmac is big as a gift line. 


How to increase your sales of Melmac dinner- 
ware by 12 percent or more? 

Here are some of the ways dealers have re- 
ported successful in boosting sales: 


How big is your Melmac dinnerware market? 


This chart shows how many tamilies Dy income groups 


that awaits merchandisers. 





MILLIONS OF FAMILIES 


18 | 
: 16.5 


1S 








UNDER 


$3,000- 
$3,000 


$4,000 











$5,000- 
$6,000 


eS es 


(Continued ) 


@ Demonstration 

Don’t be afraid to drop a dish occasionally. 
customers to handle samples 
roughly. Let them themselves 


truly tough Melmac dinnerware is. 


Encourage 


assure how 


@ Guarantee 

Talk up guarantees constantly. Every man- 
ufacturer backs Melmac dinnerware with a one- 
vear guarantee that covers most normal condl- 
tions in the home. When 
they have a guarantee, they'll be won over. Fea- 


customers realize 


ture guarantees in every ad and display. 


@ Stock 

You will need a few sets, many place set- 
tings, and a good deal of open stock to do a 
real merchandising job. If you start breaking 
up sets to fill open-stock requests, you'll wind 
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STILL 
TO BE SOLD: 
37.5 MILLION 
FAMILIES 


12.5 MILLION 
FAMILIES 
SOLD 


$7,000- 
$9,999 


OVER 
$10,000 
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up overstocked in odds and ends. And if you 
don’t stock sets and place settings, you can’t 
offer customers the value of savings incurred 
when sets are bought. 


®@ Display 

Show Melmac as you would fine china. Use 
natural place settings, flatware, napkins and 
table covers. Suggest customers build sets 
from open stock as they would with chinaware. 
Above all, keep displays clean. 


@ Advertising 

Promote new designs, color selection, and 
guarantees. Push credit and layaway as a way 
to buy higher priced sets. 
consumer magazine ads. 


Tie-in with national 


@ Product knowledge 

Do your salesmen know what Melmac is, and 
about its strict quality control? 

Are they aware of the guarantee terms? 

Do they know how to hold a plate to the light 
to show translucency? 

Will they stress that Melmac will not fade 


Displays that sell Melmac dinnerware 
Here are some artists sketches 
tual displays, fc 
in your store. 


based ona 
dinnerware sections 

pertorated pane! 
pillars. or bins fixtures can be used to help 
build dinnerw Ore 
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or chip, and can safely be dumped in the dish- 
washer? 

For product knowledge training, have your 
salesmen study the questions and answers 
which follow. These represent the most typi- 
cal questions asked during a sale: 


Q. Exactly what is Melmac dinnerware? 

A. Melmac is quality break-resistant dinner- 
ware made according to high standards con- 
trolling hardness, resistance to breaking, and 
other specifications. Guaranteed by the Good 
Housekeeping Seal. 


Q. Is Melmac dinnerware unbreakable? 

A. No household product is absolutely un- 
breakable. Melmac is guaranteed for one year 
against breaking, chipping, or cracking in nor- 
mal use. 


q). Will the color fade? 

A. Not ever, regardless of light or dark tone. 
Guaranteed, even in hot-water dishwashers. 
And the finish is permanent. 
plied to Melmac dinnerware. 


No glaze is ap- 


Q. Will Melmac dinnerware stain”? 

A. Only cups, after prolonged use with tea 
and coffee. This can quickly be removed by 
using one of several stain removers designed 
for this purpose. 


Q. Is Melmac a plastic? 
A. Yes, but a superior, modern type of 
plastic that’s odorless, hard and rugged. Its 


one year guarantee is faith in that superiority. 
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If you advertise 
do it regularly 


Consistent advertising gets your customers in the habit of 
watching for your promotions. Whether you make up your own ads 
or prefer mats, or use housewares specials or feature services, 


build housewares traffic in ?59 with a planned ad schedule. 








FREE CITY WIDE DELIVERY EASY PAY TERMS 


rood ra ompletion of Our 
HARDWAR [BROOME RTE | Chain te ei ma ‘ Regula, a a 


2 / by ; / é * 4 & 63 aa ™ 3 # , ; , 
: @ ONCE IN A LIFETIME SAVINGS e ae , ; ' ‘ 3 33 

gan 3 Re 

MAD 








ms RIDAY « SATURDAY, June 6-7 
FREE Merchandise GIFTS! 


HUNDREDS OF DOLLARS WORTH OF VALUABLE ITEMS FOR = a 
EVERY MEMBER OF YOUR FAMILY! . . . ALL FREE! 


ueetu. quabty gif one tha! you or some our tamily will be happy © re 
Sun> Guin Ga ain. Ue euatanp aeeamate 


FREE - FREE - FREE 


Free Coffee, Cookies FREE GIFTS 


Te every lady who visite ow tere Pilicy and Sotur 
and RC Cela pag just come le and ash tor you Free Gu. 


SERVED FRIDAY 6 SATURDAY FREE GIFT 
bce _ - = = re tow a Gas You wil receive « valuable gift with 


ST ITITED 
SERVING RASHET 

















ow purchase of 3! o more & 





























rnin seems, 249,50" | » 


i = » 4m — = of 


so ae rag 


Ge <I 2 j »ae = 
ete | come A Bargain day ads 











A wide assortment of housewares at a take-your-pick price, 
such as this 88¢ selection, carries the flavor of bargain day 
to your trade. It’s a sure-fire traffic builder if wide selec- 
tions and values are obvious. 











‘ine Mi 
ty — SALAD BOWL SETS 


*_ _ 395 
5.95 











@ Ads that build sale atmosphere 


Giveaways, refreshments, demonstrations, and price specials 
spice this housewares ad. Customers get the feeling that 
they would be missing something if they didn’t visit this 
dealer during his sale. 











“ETTE SETS 
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YOUR AD RAD |= DISPLAY 


—, ee 


Cutouts of your ads, from 
one column size to full 
page, often make effec 
tive signs to top displays. 
This idea, suggested in 
the Marshall-Wells Stores 
Di est, giv Cc 

q Quality ad with mats bie eaeren 


value. 











++ >> ¢ + + » 


This ad has a professional look, the result 
of using manufacturers’ ad mats, avail- 
able from many sources. The use of good 
ad mats builds prestige for your store. pers ona . 
Her matron of nuwwre was Mrs 


At AMES 


of Course 





One-item, one-column ads > 
Single column ads by 8-9-10 in. cost you . Ne Paste 
little, but are ample room to fully . 
describe a_ single product effectively. oc: ? 
Good for new products and items that AMT rs Ne Water 
come in many varieties, sizes, or colors. 


Ne Tacks 

















VW Timely ads self-adhesive 


Special days, like Mother’s Day, give you »* 
an opportunity for this type of ad. It 
features many lines, and sells an idea 


rather than individual products. 
: Sp*e Ye ae o>! re sie 
eM SE oy pagan 
- . Nae . re ¥ Lae as Jest peel-off the backing and smooth 
. inte piace, it sticks! Neo paste, no 
$ tacks, ne woter, no mess. Use STIX 
9 eo , on furniture, cabinets, walls, glass . . . 


any clean, smooth dry surface . . . and 

P wt sticks! It's Pirestone Velon, th 

eee That MOTHER S DAY is plastic that a clean in a whisk of - 
f dai@p cloth. Weterpreof! Permanent! 

May 12th, and AMES is the yy¥ Cheese from 12 finishes, 54 coler 
place to buy that special Ay combinations. 


gift for Mom. 








c 
18” Wide Yd. 


= oan << 
a 


al 
- 


We have the finest selection of mer- 
chandise in the Willamette Valley at 
prices to please your pocket book, 


ae Me 


aust 
BLACK & GOLD 


CRYSTAL COOKWARE BLACK & GREEN 


@ Fostoria e@ Farber 
@ imperia! @ Revere 
@ Wallite 
@ Pizer-ware 


FF : 
<—& 


of 
“A 
ww 


.z 


TIMBERTONES 
DINNERWARE ® MAHOGANY 


e Syracuse LAMPS 
@ Flintridge 
@ Royal Jackson 
@ Noritake 


APPLIANCES 
° ee GIFTWARE 


@ Blenko Glass 


A sae Me Fe 


> 
ok 


s 


of 
~ 


@ Sutton 
e@ Westwood 
e TV Imports 


*. 


@ ube 

@ Sohn Hostess Aids 
@ kKed Wing Vases 
. 


Cn 


of 


| 
Unusual Linens 


STAINLESS FLATWARE 
YOUR LOCALLY OWNED 


‘2% AMES HARDWARE 


and HOUSEWARES Ames Hardware 


216 W. Ist Albany, Oregon Ph. WA 6-2370 ' 
Free Gift Wrapping a -Away and Credit and Housewares 
=e ee AL im Peas aye OS, 216 W. Ist WA 6-2370 
“? 
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Lots of merchandise, price marked, grouped by related items, 


plus sales people with product knowledge produce . . . 


Displays that sell housewares 


Bathroom lines have w 
taken on glamour, 
lend themselves to 
matched displays 
like this. This cus- 
tomer's likely to buy 
several items before 


she is through. 





@q Related sales are 
made when blank 
wall areas are 
trimmed with perfo- 
rated paneling and 
decorated with tie- 
in items. This sales- 
girl demonstrates as 
she talks. 








This salesgirl knows p> 
her product, and 
how to keep her 
counters full and 
clean. She price 
marks everything. 








Mitten. 
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elf 


service ... 


sales go up, sales costs unchanged 


Your chain and supermarket competitor has learned 


that self service and added profit go hand-in-hand. 


Use self service to increase sales without added sales costs. 


“All right, I want a 12 percent sales increase 
in housewares. But I don’t want to remodel the 
store or double my inventory. Now, where do I 
start?’ you ask. 

If there is one pat answer to more housewares 
sales without big expense, it lies in self service. 
If you wish proof that housewares can be mer- 
chandised without much saleshelp, take a trip 
through nearby super markets. 

Self service is an expression which describes 
our modern era of 
any other. 

Your customers have learned to like self ser- 
vice. If this needs proof, look about at the num- 
ber of former corner grocery stores that are 
vacant. Your customers demand self service in 
nearly all of their retail purchases. You must 
supply it in non-technical departments such as 
housewares. 


merchandising better than 


Self service began in grocery stores only a few 
decades ago, and spread to virtually every other 
retail business. Hardware dealers are learning 
how vital self service is to survival in business, 
both in pleasing customers and in cutting per- 
sonnel costs. 

If you’re still waiting on every customer in 
your store, and perhaps thinking you'd like to 
try self service without going overboard, start 
in your housewares department. 

This is true for many reasons. 

Your store can never be a 100 percent self 


service store. You can never do away completely 
with advice to customers. Hardware is too tech- 
nical in a lot of lines. Yet, self serve is feasible 
and urgent in less technical lines, such as house- 
wares. 

When you open up housewares to self service, 
you expand your profit horizon at once. Here’s 
why: 

@® In most categories, housewares are pre-sold 
through national advertising, much more so than 
many other lines you stock. Brand preference 
and a willingness to buy are often established 
before customers enter your store. Self service 
speeds selection of these items, while building 
impulse sales. 

@ Most housewares customers don’t have to be 
told how to use their purchases, for a majority 
of them are repeat purchases or otherwise fa- 
miliar items. Product knowledge is important, 
but the need for technical advice is nil. These 
customers would rather browse and help them- 
selves. 

Look at your rack competitor in small house- 
wares. His customers fill their pushcarts with- 
out sales help. Most of them know what they are 
after, or buy on impulse, and they seldom are 
confused by duplication of lines. 
store housewares departments rely 
more on this concept. It’s paying off. 

The majority of housewares manufacturers 
have been quick to make use of bubble and skin 


Department 
more and 
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packaging to aid display, self service, and im- 
pulse sales. Large items, too, now come packed 
with see-through boxes. The plain 
box is gone forever in most lines. 

Customers will patronize self service stores 
over clerk service dealers 
everything is marked. 

Stores that were not built or later remodeled 
for self service can make good use of the self- 
serve principle in their housewares departments. 
More sales and faster selling result from a con- 
version to self service, with no increase in per- 
sonnel. 


chipboard 


because they know 


Several factors influence this arrangement: 
(1) Sensible merchandise grouping 


Cull all housewares from various scattered 
locations throughout your store. Group them in 
one section, with the label: “A complete house- 
Wares department,” or “Visit our Homefurnish- 
ing’s Shop.” 

The identity of a complete and separate shop 
brings added traffic to any store. The word 
“shop” implies complete selection of specialized 
items. Remember, housewares lines include bath- 
room goods, fireplace needs, unpainted furniture, 
gifts, dinette furniture, and tableware. 

In your shop, refine groupings 
still more. That is, group related lines for self 
service and tie-in sales. Put soap dishes and 
towel racks next to cicthes hampers. Put cook- 
ware, bakeware, foil, and kitchen gadgets on 
the same display table. 


housewares 


(2) Appearances 


There is not a table, bin, or wall fixture so 
old that it can’t be improved with a coat of paint. 
New spatter-iexture paints have made this work 
simpler than ever before, with brush or 
or aerosol spray can. 

There is not a pillar, or blank wall area that 
‘an’t be improved with a few feet of perforated 
paneling. Any handyman can cut, fit, and paint 
it for bonus display area. 


roller, 


There is no excuse for dirt in bins, or empty 
shelves. 


There is no excuse for unmarked samples. 
(3) Atmosphere 


Self service is little more than a state of 
mind, induced by well marked merchandise in 
an orderly department, and the power of sug- 
gestion. The power of suggestion begins with 
“Serve yourself” signs, straight, uncluttered 
aisles, and a reasonable variety of merchandise. 
What is reasonable variety? Perhaps the Sears’ 
formula of “Good, Better, Best’ is the correct 
answer in a majority of cases. 

A sign explaining self service in housewares 
should be a permanent part of window display, 
even if the rest of your store is clerk service. 

A reputation for bargains will keep traffic com- 
ing back to your housewares department. Cus- 
tomers will frequent a store that regularly offers 


spot displays—ends of counters or large baskets 
spotted around department—where price specials 
are changed often. 


(4) Mechanics 


The heart of most self-serve sections is the 
checkout counter. Many stores with a cluttered 
display arrangement point with pride to a gleam- 
ing checkout counter, saying, “We are a self 
service store.’ Nothing could be further from 
the truth. 

The checkout station is a means to an end, 
not the end itself. Conversely, you can have a 
functional self serve department without a 
checkout station, and with the worst of old 
cash registers. Admittedly, a fast register and 
checkout station is desirable. But ease and speed 
of shopping count more. 

Remember, self defined as how 
quickly an unaided customer can shop for what 
he wants, and how much impulse merchandise 
he sees. A streamlined checkout station helps 
complete the process, but is incidental. 

It’s nearly impossible to keep a clean, well 
stocked, uncluttered, price-marked assortment of 
housewares in line without a permanently as- 
signed person taking pride in the job. If you 
would set up a self serve housewares wing for 
more sales, give some person the title of house- 
wares department manager. Make it a prestige 
position, even if you can’t afford a big salary 
at first. 

Women are usually best for this job. 

The average dealer’s housewares department 
today is drifting steadily closer to self service, 
intentionally or not. As old fixtures wear out and 
are fixed up or replaced, and as perforated panel- 
ing comes into more general use, displays natu- 
rally shift to self-serve appeal. 

As more manufacturers adopt hang-up cards 


service is 


and see-through packaging, more items seem to 
speak out to do-it-yourself shoppers, 
“Look at me, pick me up, buy me.” 

if your has the 
and price-marked items, and a_ cash 
register nearby, there’s no reason in the world 
why you can’t hang up signs that declare self 
service. 


saying: 


store sweep of wide clean 


aisles, 


Full, clean, pricemarked displays invite browsing. 
They're bound to increase self service and volume 


in any store. 


Potter's Hardware, Westwood Villag: 


. Callf. 
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Which housewares lines sell best? 


Here is a guide for measuring sales performance of key housewares lines. These figures were 
gleaned from sales records of a number of large housewares departments by the Mutual Buying 
Syndicate. How does your housewares section stack up? Are you putting the emphasis where 
it will do the most good? For comparison purposes, list your estimate of the various lines in the 
blank space in the right column. Percentages are based on dollar volume. 


Average % of total 
housewares sales 
Average % of total housewares sales Classification in my store 
11.9% Electric housewares 
14.1% (ookware 
Gadgets 
Clean up items 
Laundry lines 
Bathroom items 
Rubber and wire mats 
Decorative tinware 
Plastic housewares 
Kitchen and dinette sets 
Stool, utility items 
Cutlery 
Gift housewares 
Unpainted funiture 
Picnic, barbecue access. 
Fireplace lines 
Oilecloth lines 
Bakeware 
Galvanized ware 
W oodenware 
Trays, baskets 
Paper goods 
Closet items 


remainder is composed of miscellaneous and unclassified lines. 
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A PERFECTLY BALANCED ASSORTMENT! 





wt and” 


% > 





¢ 
™~ . 





? 
ef Fond, Rotating Display Diagram 


Shelves! Si... me Enclosed! 
Nerchandising MAGIC ae 


* 


- 


$200 (at retail) in 5 sq. ft.! 4 _— 
fa feu nto 


¥ 
y ~ 
- 


Shelves rotate for self-service. 


Beautiful $45 fixture... baked enamel finish. 





Easy to assemble ...diagram included 
30-in. wide x 4-ft. 6-in. high. 


Shipped direct to you, prepaid. 60-day dating. Place for Lids! 





Shipping wt. 152 Ibs. (18 cartons) 


litem No. PT-200 Color Cara-Sell Merchandiser 
Here's What You Get: 


RETAIL TOTAL 
' QUAN. PT No. PRODUCT COLOR EACH RETAIL 
6 ea ( Medium Wastebasket Asst $1.98 $11.88 

6 ea Large Wastebasket Asst 2 17.88 

3 ea Large Wastebasket Lid Natural } 2.37 
Oval Wastebasket Asst 11.88 

60/7 Kitchen Wastebasket Asst : 23.88 


6071 - t nen Wastebasket i } Natural a 3 75 edhe 


600 Baby Bath Asst 15.92 " STE BASKET 
. 


Diaper Pai! Asst 15.92 
Round Dishpan Asst 1] 
Rect. Dishpan Asst ll 
Mixing Bowl Set Asst Z 17.88 
Gadgetray Asst 49 8 
Silverware Tray Asst 49 8.94 
Decanter Asst 5.88 
Pitcher 3Y, 3P, 37 17.82 
Salt & Pepper Shaker Set Asst 11.76 


TOTAL RETAIL $198.46 
Value of Fixture 45.00 
rOT}TAL VALUE $243.46 





Dealer Cost 133.50 


ALL IN A 30” CIRCLE! 


Write for name of nearest Jobber The Answer to Your Space Problem! 


THE PLAS-TEX CORPORATION - 2525 Military Avenue - Los Angeles 64, California 











COEF ELMO 


IT’S IMMERSIBLE! 


SENSATIONAL NEW MODEL OF e 8-cup Capacity 
AMERICA’S FASTEST SELLING COFFEEMAKER ° Chrome on Solid Copper 


e Hermetically Sealed-in Unit 
e Famous Coffeematic Performance 


Now for a limited time, you can offer this new. completely immersible 
model of America’s fastest-selling coffeemaker. Its an all-new Universal 
Coffeematic with the quality and performance that has produced the sales 
leader of the industry and at a bargain price that insures fast turnover. 
Don't wait... there is only a limited number available of this sensational 
Spring Special. Get your order in immediately! 

LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Heres High Volume- Fast Turnover 


NEW DIPHACIN RAT BAIT 
in vacuum packed cans 


pread 
ers 


iinet ’ 


Double page * 


°.@ am. 
dvertising prog! ers and newsPaP 


Big ads in state farm - 
crochet demand for y 


WEWSPAPERS 


Diphacin 


(JUST SAY “DIE-FAS-IN’”’) 


KILLS RATS AND MICE FASTER 


Cash! ra 
. arm ov a 
in F spots on radio. 








STOCK NOW FOR 
B/G SPRING 
SELLING SEASON 


When cold weather eases off in 
the Spring, rat bait sales boom. 
It's easy to get your shore of 
sales. Just have Diphacin on 
display for 60 days... and 
have a good stock on hand to 
meet demand. You'll be sur- 
prised at the big-volume turn- 
over. 











If, acin stimulates demand with these exclusive selling leatures 


CUSTOMERS LIKE THE FRESH VACUUM PACKING 


Diphacin can’t go stale or rancid. It's vacuum packed in air tight 


tins. Customers like it... 
ages. 


and you won't have cut or broken pack- 


CAN IS A SELF-FEEDING BAIT STATION 


Just open the can with the key. Press the side in and you 
have a self-feeding bait station. No messy handling. Con- 
venient to use. And can’t spill out of air tight tins in your 
store. 


TEST-MARKETED A FULL YEAR—Proved to be the fastest money-maker 


HIGHEST PROFITS! 


1 Ib. Cans Pre-Priced $1.69 4 oz. Cans Pre-Priced 89c 





24-4 oz. Diphacin Cans. 

Packed 12 in display carton. 
$21.36 
Your cost 14.27 
Your Profit $ 7.09 


12-1 Ib. Diphacin Cans 


$20.28 
13.51 
$ 6.77 


Retail for Retail for 
Your cost 


Your Profit 
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CLIP COUPON—MAIL TODAY FOR FULL DETAILS 


Niagara Chemical Division 
Retail Department 
Wyoming, Ill. 


Please send me your Diphacin rodenticide catalog sheet and fu!! 
details of your merchandising plan. 
NAME 
COMPANY 
STREET 
CITY 


‘ ZONE 
1 am a dealer [ ] 


lam a distributor [ | 


STATE - 


(check one) 





This year’s national winter housewares show at Chicago will set new 


records for the number of exhibitors and for attendance. 


You ll have more 


to do, less time to do it. Use this outline to show vou... 


How to shop the housewares show 


“More exhibits, more customers, and less 
time,” these three things will set the pace at the 
thirtieth National Housewares Show, says NHS 
ofticials. 

Your 1959 housewares promotions will start 
with this show, Jan. 12-16 at Chicago’s Navy 
Pier and adjacent Drill Hall. 

The show has been cut from a seven-busi- 
ness day, Thursday-to-Thursday, exhibit, to a 
five-business day Monday-through-Friday show. 
More than 11,000 dealers and buyers will be 
hurrying about, visiting more than 700 exhibi- 
tors at the Pier and Drill Hall in a shorter 
period of time. 

In addition, many dealers will visit the Inde- 
pendent Housewares Show, Jan. 11-16, at the 
Morrison Hotel. 

Because of generally low inventories through 
the recession, and bright prospects for this 
year, buying is expected to be considerably 
heavier than last year, National Housewares 
Show officials say. 

Your visit will have to be trimmed to essen- 
tials to make every minute count. If you want to 
carry home vital general information and prod- 
uct knowledge, more new products and ideas 
than ever before, you'll have to keep your eyes 
on the clock. 


76 


In all, you can look for five busy days. What 
does this add up to? 

Look at it this way. For example, you want 
to spend time with 100 suppliers. You would 
like to spend at least one half hour in each booth. 
When you multiply 30 minutes by 100, and add 
an hour a day for lunch, you use up 55 hours. 
The show will be open just 40 hours, from 9 
til 5 daily for 5 days, so you will have to make 
every minute count. 

It will be a good show. Manufacturers will 
vie with each other to set new sales records. 
There will be price and merchandise deals, sell- 
ing aids, and cooperative advertising money 
available in abundance. The more booths you 
can visit, the more ammunition you’ll have for 
strong sales promotion in 1959. 

Here are some tips on planning your trip: 


@® Before you leave home, prepare a list of 
staples and specials you will need for promo- 
tions during the year. Make a list of suppliers 
you want to visit. Know your dollar - buying 
limit. Estimate vour advertising needs in ad- 
vance. 


@ Check off important events in the listings 
opposite. Allow for them in your timetable. 
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better and faster 


@ When you enter the show, pick up your ex- 
hibitors’ list. Circle names of important sup- 
pliers for must visits. Note locations so you 
can group visits and save time. 


@® Start at the rear exhibits and work forward. 
This saves hours of time. Front booths are al- 
Ways jammed. Like a trolley car, there’s always 
more room at the back. 


@® Get right to the point at each of your stops. 
Know what you're looking for so you waste no 
time. Ask for deals and co-op allowances on 
every product you want to buy. Make sure that 
special deals apply on orders placed through 
wholesalers. Keep records as you move along, 
to eliminate guesswork later. Review your ac- 
tivity with vour wholesaler when you return 
home. 


@ Plan to use NHMA busses from hotels to 
the Pier. Eat at the Pier to save time. And re- 
member to use HARDWARE AGE booth No. 777 as 
a meeting place and message center. 


@® Each night, review your dav’s work. Make 


HARDWARE AGE, JANUARY 1, 1959 


Facts for planning your show visit 


Show hours 


Monday through Friday, Jan. 12-16, 9 
a.m. to 5 p.m. each day. 


Special events 


NHMA winter show dinner-dance, Wed- 
nesday, Jan. 14, 7:30 p.m., ballroom, Pal- 
mer House. Cocktails in Red Lacquer 
Room, 6:30 p.m. 

National Federation of Housewares 
Clubs buffet, cocktails, and prize draw- 
ings, Thursday, Jan. 15, Congress Hotel. 

Central States Hardware Club, annual 
meeting and dinner party, Monday, Jan. 
12, Illinois Room, La Salle Hotel. Installa- 
tion of officers follows dinner. 


Special services 

NHMA busses will leave principal ho- 
tels every five minutes in mornings, and 
return on the same schedules in the late 
afternoons. No charge. 

HARDWARE AGE booth No. 777 is your 
hospitality center at the show. Meet friends, 
use our message center, or just stop by to 
rest and chat. As always, you’re welcome 
as often and as long as you like. 


separate listings of things you want to check 
with your wholesaler later, merchandise deals, 
co-op allowances, loan displays, new fixtures, 
etc. Then prepare your schedule for the follow- 
ing day. Take along a briefcase to store samples, 
brochures, and general information for sales 
training when you get home. @ Knd 




















[t washes and rinses, dries and polishes!$6 O98 


* interchangeable brush and sponge! * telescopic handle—adjusts to any length 


. o? , : . . : 
from 2 to 4! * watermatic sudser — sudses and rinses! * spinning brush head! 


¢ The only brush of its kind on the market 


TV, in newspapers, and magazines! A natural for every home in the country! 


today! * Nationally advertised on 


SEE EMPIRE'S COMPLETE LINE OF CAR AND HOME WASHERS — HOUSEWARES SHOW — BOOTHS 915-917-919 


Guaranteed by ~ am V E Pl RE \ 


Housekeeping 


id 
mr 48 aovraniste TS 


te 
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EMPIRE HARDWARE WEEK ORVOLUME, 


PRICED FOR 





Here are the brushes, the displays and the 
special prices you need to move more 
brushes across your counters...for more 
profitable volume. 








=Ke 


shila AU 'OMATic 





ALL-PLASTIC 
SCRUB BRUSH 


All plastic—lasts longer, 
selis faster. White bris- 
tles, polystyrene block. 
Packed 1 dozen in dis- 
play shipper, equally as- 
sorted red; turquoise, 
yellow. Shipping weight: 
3% Ibs. per dozen. 

Regular retail $1.00. 


Special for 
Hardware ¢ 
Week 


No. 5712 SPINNING-SUDSING CAR & HOME WASHER 
In colorful display box! The brush of a dozen uses, 
already set-up to sell in its eye-catching display. With 
Spinning head, sudser and handy shut-off valve. Packed 
half dozen to display shipper; handles included. Ship- 


ping weight: 18 Ibs. per dozen. $6.95 weer 198 


Special for Hardware Week 


No. 5637 SPINNING CAR & HOME WASHER Spinning 
head; handy shut-off valve. Comes in display shipper. 
Regular $4.49 retail. Special for Hardware Week $2.98. 
“STANDARD” CAR & HOME WASHER Handy shut-off 
valve. Comes in display shipper. Regular $2.39 retail. 

Special for Hardware Week $1.98. 


NO. 5664S 

VEGETABLE & 

HAND BRUSH 
TWO-FOR-ONE SALE! 
Double value, double 
volume, double profits. 
Lightweight, all poly- 
ethylene vegetable and 
hand brushes. Packed 3 
dozen. sets of 2 brushes 
banded together. Ship- 
ping weight: 4% Ibs. per 
dozen. 

Regularly 29¢ each. 


Special for 
fs Hardware 
Week 


° 

\ £ tl ‘ RE 
> 
’ =. 


EMPIRE BRUSHES, INC., PORT CHESTER, NEW YORK 
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ALL YOUR BRUSHES FROM ONE DEPENDABLE SOURCE 





Imports .. . 


Threat to U. S. employment 


Now is the time for wholesalers and consumers to call a halt to the 
unrestricted buying of imports. Failure to do so will result in a 
further loss of American workers’ jobs and the weakening of purchasing 


power to a point where even low wage imports cannot be sold. 


oy George P. Byrne, Jr. paying high U. S. scale wages cannot meet and 
still stay in business. The accompanying extract 
Service Tools Instituts from a table prepared by the American Tariff 


New York City League, bears out this point. 


Cc 
e retary 


What will happen to the average hardwar 
plant employee and his employer if something 
is not done to stem the flow of low wage cos’ 
imports entering this country? 

This is a burning question in the minds of 
thousands of U. S. citizens employed by the 
hardware industry today. They realize that their 
jobs, their future, and the welfare of their 
families are in jeopardy. 

Already they have seen drastic curtailment in 
plant production and considerable unemployment 
caused by imports of such items as textiles, 
wood SCrews, bicveles, tools and numerous other 
products. Their morale is low because thev 
know that the government is taking no steps, 
making no effort to protect their jobs and the 
business of their emplovers. 

Also, they realize that most labor unions have 
taken no stand in the matter of tariffs. They 
make no effort to obtain tariff or quota protec- 
tion against the increasing floods of foreign 
products made at sweat shop labor rates now 
flooding the American market. 

Wages paid to plant workers in many foreign 
countries are so low as to make it possible fo: 
importers to sell 
country at 


foreign products in this 
prices which American producers 
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In recent months the stream of low wage cost 


American labor in competition 
with foreign workers 


Here is a comparison of wages paid and 
hours worked by American and foreign work- 
ers. These are approximate average weekly 
wages and hours in manufacturing, in 1956, 
in United States dollars, from a table pre- 
pared by the American Tariff League. 


Country Wages Hours 
United States $80.19 40.5 
India 4.74 46.0 
Japan 11.86 50.2 
Austria 15.12 45.4 
Belgium 25.57 48. 
France 19.98 4d.: 
West Germany 24.88 18. 
Italy 14.54 16. 
Netherlands 19.39 19, 
Norway 31.54 44, 
Sweden 37.35 15, 
Switzerland 28.85 AZ. 
United Kingdom 34.64 46. 
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PATTERN! 
PRICE! 
PACKAGING! 
PROMOTION! 


BRIGHT STAR 


Hallmark Stainless 
160 [ sets 
$14 95 Spe t 
STAR CREST °..,, 
Silverskill Stainless 
160 i sets 
$17 Q5 


(regularly $992 Q5) 


special 


CIRCE 
Custom Stainl« 
16 pc. sets 
$19.95 special 


(regularly $24.95) 


pm 


NORTH STAR 
Biue Seal Stainless 
24 pi sets 
from $9.95 





YOU NAME IT. 
WALLACE STAINLESS HAS IT! 


High Fashion Patterns! 


Wallace's high design standards give 


you the newest, smartest... the 
biggest assortment of best-selling 
patterns in the industry. And rigid 
quality control means order and re- 
order quality never varies—there’s 
perfect uniformity in every piece! 

7 Big Price Lines! 

From top-quality Custom to budget- 
priced Malabar Tin, Wallace has 
best-selling patterns in every price 
range for every customer's purse. 


WUVALLACE= 
STAINLESS 


Stand-out Packaging! 

Everything from attractively 
designed bulk gift boxes to custom 
designed Monogram chests . 
right for every type of display fix- 


.. Just 


ture from bulk bins to the smartest 
showcases! 


Hard-hitting Promotions! 
You get a complete assortment of 
packaged sets! There are 10 differ- 
ent sizes within each price line: any- 
where from 4 to 76-piece sets. 

You get super price flexibility within 


TRILLIUM 


red Seal Stainiess 
a 4 f ( sets 


SEA SPRITE 


Green Seal Stainle: 


each line so you can tailor the price 
of every set to the price that’s right 
for your market. And you can vary 
the price with the type of knife you 
select for price promotions that 
really click! 





SEE WALLACE 
January 12 to 16 
at Booths 196-198 
at the 


CHICAGO 
HOUSEWARES SHOW 








Navy Pier 


VV 

















A Division of Wallace Silversmiths. At Wallingford, Conn. since 1835. It’s wonderful to own Wallace! 
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Imports... 


Threat to U. S. employment 


(Continued ) 


imports entering the U. S. has been augmented 
by shiploads of various products from behind 
the [Iron Curtain, particularly from Poland. 

These additional low wage produced imports 
are the result of trade negotiations carried on 
with the Communists by our own state depart- 
ment. 

Hence, in buying imports today, many U. S. 
consumers may unwittingly be helping to sup- 
port Krushchev and his communistic regime. 

Now is the time for wholesalers and con- 
sumers to call a halt to the unrestricted buyin; 
of imports. Failure to do so will result in a 
further loss of American workers’ jobs and the 
weakening of purchasing power to a_ point 
where even low wage cost imports cannot be 
sold. 

A glaring example of what low wage cost 
imports can do to an industry is the case of 
wood screws. 

While imported wood screws amounted to 
virtually nothing in 1949, in 1957 they repre- 
sented approximately 40 per cent of the wood 
screws sold in this country. 

The substantial amount of business lost to 
imports by domestic wood screw manufacturers 
naturally has caused sharp curtailment of wood 
screw plant production in the U. S., and wide- 
spread unemployment in the wood screw indus- 
trv. 

This is typical of what is happening to many 
domestic industries. 

Another dramatic example of the effect of 
imports on American employment was given by 
manufacturers in an application to the U. S. 
Tariff Commission for an investigation of the 
results of imports of barbed wire, nails, fence 
and fencing. Here is a statement from the ap- 
plication: 

“The avalanche of imports has meant large 
losses of business for the American companies 
and sharp losses of man-hours and wages for 
their emplovees, 

“If the nearly 135 thousand tons of imports 
in 1957 had been produced in this country, it 
would have meant an additional 2.8 million man- 
hours for our production workers and an addi- 
tional $8.1 million in wages for them. These 
wages have been lost because of imports, and 
even without the other business factors this loss 
is outstanding evidence of serious injury.” 

If you don’t want to sabotage the American 
economy and your own American way of. life, 
buy only U. S. A. made quality products, and 
warn your customers against the threat of im 
ports now hovering over U. S. industry and 
its emplovees. @ hind 
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Still Needed: The Old Country 
Store That Carries Everything 


“You wonder 

lf we have it; 

| wonder 

Where it is: Proprietor R. H. White and 
Everybody wonders daughter Roberta inspect some 
How | find it." of their country store lines. 


This bit of ancient verse fits the atmosphere of 
L. W. White & Son’s Hardware at Norbeck, Md. 
The White store is one of a type that’s fast dis- 
appearing from the American scene: the old coun- 
try store. 


The country hardware store that carries every 
thing from pot-bellied stoves to horse harnesses has 
largely given way to sleek self-service shops. This 
is good, for it represents progress in tune with the 
demands of changing times. 


But folks around Norbeck like the cracker-barre! 
flavor of the White store. They are mostly a rural 
trade. They expect to find currying gloves and trac- 
tor parts, as well as city hardware of every type. 


White’s reputation for miles around is, “If you 
can’t find it there, you needn’t go further.” Of 
course, this means a big inventory, hardware, farm 
supplies, do-it-yourselfer’s lines, fertilizers and 
seeds, etc. And carrying a big, wide inventory can 
be rough on turnover when your store has a reputa- 
tion for having everything. This doesn’t faze pres 
ent owner Robert H. White. 


“We have one of the few of this kind of store 
left in the country,” Mr. White says. “We serve 
both farmers and home owners for miles around in 
Upper County, just as we did when my grandfather 
started this business as a blacksmith and wheel- 
wright shop in 1880.” 


The White store rambles. The original building 
with a hand forge is still part of the store. As new 
demands for varied merchandise grew over the 
years, wings and rooms were added. Now a cus- 
tomer can buy just about anything in the hardgoods 
line from a baseball to a tractor. 


Robert H. White is the grandson of W. H. White, 
founder, who died in 1924. Laurence White, Rob 
ert’s father, bought the business in 1917 and formed 
a partnership with his son in 1941. Laurence be 
came inactive in the firm in 1950. 


“We're in the $200,000 yearly sales range because 
our reputation for the unusual is so widespread. 
| intend to improve on that figure with some mod 
ernization in the near future. But the moderniza- 
tion will be strictly in appearances. We're not going 
to trim our stocks or change our ideas one bit,” 
said Mr. White. “On our 100th anniversary we'll 
still be known as the store that has everything.” 
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SELL COOKWARE? 


Alcoa'Tells America... 


Millions will see it... millions more 


will hear it . . . Aleoa’s nationwide 


message to the homemakers of 


America: “‘Aluminum’s Even Better 
for Even Cooking!” 

On Alcoa Theatre (NBC-TV Net- 
work, alternate Mondays, 9:30 p.m. 
EST)... four hard-hitting commer- 
cials, going home to 23,000,000 view- 
ers with aluminum’s 
even-cooking story. 


even-heating, 
On Alcoa Presents ABC-TV Net- 
10:00) p.m. 


EST) eo © e SeVEeTl MOFe cookware 


work, every ‘Tuesday, 
commercials, presented on one of the 
nation’s newest, most dramatic tele- 
vision series to a skyrocketing audi- 
ence of 25,000,000. 

On Network Radio . reaching an 
estimated 3,000,000 listeners with 
multiple sales messages on alumi- 
num cookware. 


Make it pay...Send for free display! 
Tie in with Alcoa’s sales-making 
theme, “‘ALUMINUM’S EVEN 
BETTER FOR EVEN COOKING” 
... feature it in your own advertis- 
and send 
for your free display kit today! 


ing and promotions 
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* Another Alcoa Market-Maker Promotion—March & April 


*MARKET-MAKER symbolizes Alu- 
minum Company of America’s year 
round sales-stimulating programs 
for manufacturers and retailers of 
aluminum products. Watch for other 
“*Market- Maker” promotions of FUR 
NITURE « HARDWARE ~- GIFT 
WARES + BOATS, MOTORS AND 
ACCESSORIES «SPORTING GOODS 


Aluminum Company of America 
1626-A Alcoa Building 
Pittsburgh 19, Pa. 


Store Name 
Address 
City 


Ordered by 


— 1 


MAJOR APPLIANCES « RESI- 
DENTIAL BUILDING PRODUCTS 


8 OUT OF 10 BUYERS KNOW THIS 
LABEL...1T’S THE BRAND BEHIND 
THE BRANDS THEY BUY 


If vou are a retailer, ask your suppliers 
of aluminum cookware to affix Alcoa 
labels to their merchandise at the factory. 
If you are a manufacturer, write us or 
contact your nearest Alcoa sales office 
for details on the simple agreement that 


entitles you to full labeling privileges 


a 
ALCOA THEATRE 
ite Mondays MBC Tv ALCOA go 
ag = 





ALCOA PRESENTS 
aac tv 


Aluminum Company of America 
Alcoa Building, Pittsburgh 19, Pa 


Send me your Free Kit of Display Material, featuring Cookware made of 
Aluminum for use in my store during March April. 





Proc 


SINCE 1854 


Attractive Modern Packaging: 
® Individually Carded 


® Individually Boxed in 
Attractive Display Cartons 


WILL PROVE... 
it’s the 
Profit-Producing 
Promotional 


pad-lock line! 


Here’s How ... 
During House- 
wares Exhibit Week, Jan. 
12th to Jan. 17th, 1958 — 
you get a ““BAKER’S 
wey 44) Mee ONE FREE 


a EACH DOZEN felmiite 


usual Tre-Lock low price! 


tohitelilel 


This offer applies on all 
orders or requests by mail 


OF Ot Or... 


Booth #553 
Navy Pier 
National Housewares 
Exhibit 


Hamilton Import Corp. 


132 Front St., New York 5,N. Y, 


L OF ORE sem Herder 


Age readers 





Are salesmen dumb? 


Dear Editor: 

You are 100 per cent correct in 
the editorial in your Dec. 4 issue 
entitled “Are Salesmen So Dumb 
” The general office is usually 
to blame in cases of bad selling. 
Lazy credit men are an important 
factor. 

Too many sales managers who 
have never beat the bushes and 
buyers who have never sold just 
can’t make the right kind of deci- 
sions. I would like to see your edi- 
torial reprinted again. 

Youre very truly, 
T. S. Hawk 
Hawk Hardware 
EK. Palestine, Ohio 


Dumb salesmen? ? 
Dear Editor: 

The editorial “Are Salesmen So 
Dumb” which appeared in the Dec. 
1 issue of HARDWARE AGE, expres- 
ses perfectly my own views and 
those of many of my fellow sales- 
men. 

After 30 vears as a traveling 
salesman, it gave me great plea- 
sure, indeed, to know that someone 
recognizes the problems and difti- 
culties encountered in sales work. 

Very truly yours, 
L. L. Snydei 
Rubberset Co. 
St. Louis, Mo., office 


The lost pride... 
Dear Editor: 

Enclosed is our renewal for our 
subscription to HARDWARE AGE for 
two years. 

In a recent editorial (see “The 
.. ,» HA Nov. 20, p. 7) 
you deplored the lack of pride of 
accomplishment. 


lost pride . 


I believe that having this pride 
is one of the most valuable attain- 
ments of human effort, but unfor- 
tunately I am afraid it is a thing 
of the past. 

How can a workman, spending 
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his time applying some small part 
on an assembly line, or a _ haber- 
dashery clerk who doesn’t even ar- 
range the stock, have any pride of 
accomplishment? Or the stockman 
who fills the self service trays? 
The only thing they have is their 
pay check. 

The mediocrity and conformity 
promoted in our schools and the 
enormous amount of high pressure 
advertising, some of it for non- 
essentials, have much to do with 
the situation. The small stores and 
shops we used to have afforded in- 
dividual development and have pro- 
duced some of the best minds in 
the nation’s history. 

Yours very truly, 
H. B. Joh Wson 
Johnson Home Supply Co. 
Rochelle, Ill. 


How to increase sales 
of plastic screening 

A wooden countertop and a piece 
of plastic insect screening forms 
a good demonstration unit for the 
plastic. 

When a plate glass top on which 
rests at Ray's 


a cash register 


Hardware Co., in Arvada, Colo., 
was broken the dealer replaced the 
glass top with plastic insect screen- 
ing fastened to the frame. 

Below the transparent surface 
he inserted printed material usu- 
ally kept under a glass top. These 
included copies of current news- 
paper ads, price lists, paint folders. 

Jack Sanders, owner of the store, 
says of his idea, “On the counter- 
top this material received heavy 
wear. As change passed across the 
surface, heavy 
placed on. it. 


packayes were 


Customers noticed 
the abuse the material could take. 

“When customers began to notice 
this material in the frame, plastic 
screening sales started a= sharp 
rise.” 

Clear plastic mats are now used 
on display surfaces in other parts 


of the store. 
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Booke 


for a dealer's library 





Dealers delighted Credit Manual of Commercial 


Laws, 1959 Edition is valuable 
because 


Los Angeles 15, California 


reading for store owners, man- 
i WIPE . agers, accountants, and credit man- 
amous -ON iS agers. Each year, credit opera- 
back BIGGER th ’ tions take on more importance in 

an ever: running a store or wholesale house. 
AND BETTER than ever too! Many new laws are passed by 
state and federal governments each 


CUSTOMERS CHEER — , noel developments in pecan 
ankruptcy legislation, plus many 

too because changes in states’ chattel mort- 

they get all the protection, 

shine and beauty of the OLD 

plus the time-saving 

convenience of the NEW. 


Jobber Inquiries Invited 


4 


PARVIN MANUFACTURING CO. 


1148 South San Pedro Street « 


gages, mechanics’ liens, sales and 
use taxes, bad check laws, etc., are 


EXPRESS! 


ij 


vital to managing the credit end 


PARVIN 


PARTY LINE 


of the business. Besides covering 


. . every credit facet, this book in- 
amazing, new, improved : 


cludes a glossary of legal terms, 

INSTANT WIPE-ON and tables of state enactments on 
motor vehicle financial responsibil- 

dries in 15 minutes ity and related laws. Book is 
(20 times as fast) neither textbook nor substitute for 

an attorney. It is a condensation 

of all credit laws in layman’s lan- 


0) NHMA SHOW 0) _ 


= B@ 


ER 
ER 


DRILL HALL, CHICAGO 


BOOTH 1232 


a 


guage. National Assn. of Credit 
Management, 229 Fourth Ave., 
New York City 3. Pages: 752. 
Price: $12. 


, 
a >, 


FREE counr 
MERCHANDIs 


L 
. 
i 


- —— 


| 
! 
| 


O_- 


— 


Customers like to work 


PD 


aoe oe 


switches on light units 


An Ohio dealer displays lighting 
fixtures on a 10x12-ft wooden 


ORIGINAL 
DESIGNS jy 


— 


OK 


| 


frame suspended from the ceiling. 
Three types of lighting fixtures 
are featured, each in its own row. 

Each fixture has its own switch. 

Ends week! ver ‘ , 

ee ee eee Se There are bedroom lights in one 
Guarenteed—will NOT yellow row, fluorescent lights in the sec- 
—will NOT waterspot 

Easily removable where desired 


Goes on ALL FLOORS—wood, linoleum, pose units in the third row. 
asphalt tile (no preparation needed other . ° : 
than cleaning) Customers who show interest in 
% Repairs scratches and worn places 
& Restores, resurfaces, protects, beautifies 


Gives the same beautiful, lasting, 
transparent plastic finish on ALL 
floors, furniture and woodwork! 


| 


ae) 
\ 
— 


OO 


ond and industrial and general pur- 


FREE 
GOODS! 


--2=89. - 


You're on the right track—full speed ahead—for sales-sales-sales when 
you get aboard the 1959 Parvin Barbecue Show “’Special.’’ Reserve 


these fixtures are shown the 
switches which control each sam- 
ple. Then the salesman finds some 
reason for walking away. When 
¢Big sales and profits the salesman returns, it is not un- 
usual for the visitor to have made 


¢Big promotion 
e Co-op advertising 


q 8 
5 
— 


(P.M.C 
me PROFITS! 
> 


4, 


ORDER YOUR STOCK AND PROMOTION : : : 
TODAY. PHONE OR WRITE YOUR a selection after having turned 
DISTRIBUTOR OR DIRECT. many of the lights on and off sev- 


eral times. 
$I 49 | $2 49 About eight out of 10 custom- 
: ons ’ — ers Who try the switches and then 
remain to ask questions can be 


R.R- 


GET ON THE 
~ OO = 


Zo) ¥] ame ¢(04,¢-) Gm COMM (elgMmeleh Coleco) am ii’2 141-4 +]c0) 01 6-2mn | 16) ¢—mm Coler-h ame) amer-1 1m 





Full 40% discount 


—~h 


EMBREE MFG. CO. © ELIZABETH 4. N. J. sold lighting fixtures. 
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Edlund overs... 


nothing else is like ’em! 
nothing else sells like ’em! 


x= *~1959 


TOP-OFF Screw-cap 
Opener is now improved in 
gripping action and styling. 
Instantly unscrews all popular- 
sized caps from smallest on up. 
Its famous patented action 
grips tighter as you twist. Avail- 
able in popular pastel shades. 


3 ta 
\ ae ay 


New wD py Can ned 
Opens coffee, shortening and all other 
key-opened cans. Twin cogs turned by 
big high-leverage handle pull off met- 
al strip with half the time and effort. 


Ley, 


Today’s 
top value! 
Edlund No. 6 Can Opener. With 


its extra-deep blade and oversize 


MANA fig ~ 
eas — 


T 
\\ 


MAMA ALAA 


drive gear, it never slips, never skips 

always cuts cleanly. Exclusive 
floating blade gives effortless release 
Popular price, top value...a sure 
seller! 


a complete line of 


Can-punch bottle openers 


sr, Qa 


WS DELUXE TU-WAY KING SIZE 


Edlund teas" 


Burlington, Vermont 


Convention Calendar 





conventions shows 


conferences 





Convention Check List 








wina Ti 


1959 2-3 


January 2.4 
46 Ace rragwoare Corp. 
5-7 Minne } ta lardwar: 4 


27-29 
27-29 V 
28-29 | 
29-30 M 


February 
|-4 





aeta ie j > conventions isTtea DY dates 
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ox dr x TOP PROFIT MAKERS 
From The Most Popular 
Line Of Thermometers 


LEM LAT 


In America! 


Colorful Display of 


Popularly Priced 


Pp . a vc WALL 
[ oe vf A THERMOMETERS 
ie fe 


No. 2000 
Assortment 


Suggested Retail 98¢ 


Attractive, useful thermometers in four popular designs .. . 
priced to sell quickly, assure top profits. Colorful display 
forms an eye-appealing background to encourage impulse 
buying. Features new Pot Belly Stove design. Teapot and 
Skillet have bright copper finish: Stove and Ship's Wheel in 
lustrous enamel. 


Pes Se RS Bee 


NEW! 


A Complete 
Weather Package 


Weather Guides 
GIFT SET 


No. 250 
resi ©2000 


A truly fine gift package containing Fairfield Wall Barometer 

and matching Sufheld Wall Thermometer in gleaming brush 

brass and hand-rubbed hardwood, plus the new Litchfield 

Outdoor Thermometer with easy-to-read translucent dial and 

adjustable bracket. All in attractive gift package that sells on 
Fine Quality, 


sight. 
NEW! Easy-To-Read 


VISI-DOME 
Meat Chol THERMOMETER 


No. 300 The meat thermometer that can be used 
anywhere — oven, rotisserie, outdoor 

Suggested grill— read from any angle without 
Retail removing meat from oven. Rust re- 
sistant construction, heatproof porce- 

lain enamel dial, stainless steel stem. 


See Us At The Housewares Show Booth Nos. 840 & 842 


The Leader In Temperature Measuring Devices Since 1885! 


THE COOPER THERMOMETER COMPANY 


-eltloleli4 am @elalal-taitaeh, 
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Created for volume sal/es.. big profits! 


PRO-TEX 


fabulous new 


Soo 

Eton 
x 

* > Py 

Os “or, 
Maa 

* 


A 


° % 


TABLE MATS 


> 
oy, ; ‘*% , 
Ps > 
Yy"2 PSR 


See: 
STOVE AND <a 


BEAUTIFUL “ALL-OVER” PATTERN 
with UNIVERSAL APPEAL 


Introducing a gorgeous stove 
mat design destined to become 
another round-the-clock ... high 
volume sales producer in the 


low price field 


SHAMUNG, we predict, will 


quickly join Desert Sand and 





Linen as the most popular stove 
mats in your housewares de 


partment. Here's why 


Exciting new (HANTUING pattern 


Comes in 3 decorator colors to blend 


PRO-TEX FEATURES 
Easy Cleaning 
STEEL TOP 
Soft ASBESTOS BACK 
AIR CELL INSULATION 


with every kitchen decor 


RED, YELLOW and GREY 
@ Full range of sizes to fit all stoves. 
Priced low for fast turnover big 


profits. 


See us at the 


HOUSEWARES CASH IN NOW! 


SHOW Get the full (HANTUING story. Ask your 


Booth 864-866 jobber to show you this terrific new 


line today! 


METAL PRODUCTS COMPANY 


2138 LEE ROAD ° CLEVELAND 18, OHIO 
’ Offices in principal cities in the United States and Canada 











only UNIVERSAL has it! {: NCL 


JUMEO 


LUNCH KIT 


with 112 pint vacuum bottle 


¥ 
“Coun sorne 


HOLDS 50% MORE... 
for men with big appetites! 





Exclusively Universal—the extra 
big Jumbo Lunch Kit that carries 


HARDWARE 
WEEK SPECIAL 











a man-sized lunch and enough for 
a coffee break! Specially priced to ONLY 
build sales. Complete with patent- 
ed cup holder, Loc-Tite catches 
and 14 pint vacuum bottle that 
“pours like a pitcher . . . never 
drips a drop.” Order enough today! 


(Reg. Retail $5.25) 


Ae 





SCISSOR @ 


argains: 
NOTHING 98° 
| ~ lg Retail 


No. 101-C 
HOUSEHOLD SHEARS—7” 


ONLY 


RETAIL 


aa 


No. 260 
BARBER SHEARS 
TY2” 

ONLY 





FLOWER 
SHEARS—6” 


ONLY 


No. 2491 
EMBROIDERY 


SCISSORS—31/2” 
ONLY 


Bo 


Don't lose profitable sales of scissors & shears 
because your prices are too high! Make extra 
sales, instead— sell KLEENCUT —the brand 
that everyone can afford! 
There’s a full line to choose from —in many 
different styles, sizes, and finishes — all 
priced below comparable merchandise! 
Packaged to sell fast, too, either on individual self-service cards — or 
on eye-catching display cards. Nationally advertised and guaranteed 
by the World’s Largest Manufacturer of Scissors and Shears. 
Beat the recession! Our business is good— yours can be too! Give 
your customers the bargains they want — order KLEENCUT today! 


See your jobber or write 


THE ACME SHEAR COMPANY 





UNIVERSAL 


BRIDGEPORT 1, CONNECTICUT 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Convention Calendar 





National Events 


American Toy Fair, March 9-14, at 
New Yorker and Sheraton-McAlpin 
Hotels, 200 Fifth Ave. and 1107 
Broadway, New York. Sponsored 
by Toy Mfrs. of U. S. A., 200 Fifth 
Ave., New York 10. 


National Housewares Exhibit, Jan. 
12-16, Navy Pier and Drill Hall, 
Chicago. Sponsored by National 
Housewares Mfrs. Assn., 1140 Mer- 
chandise Mart, Chicago 54; Dolph 
Zapfel, executive secretary. 


Regional Events 


Ace Hardware Corp. Annual Conven- 
tion and Exhibit, Jan. 4-6, at the 
Conrad Hilton Hotel, Chicago. 

Albany Hardware & Iron Co. Mer- 

chandising Show, Jan. 25-27, at 

company warehouse and offices, 

Broadway at Arch St., Albany 1, 

N. Y. 


American Hardware Supply Co. An- 
nual Merchandise Fair & Stock- 
holders’ Meeting, Jan. 26-27, at 
company display rooms at 41 Ter- 
minal Way, Pittsburgh 19. 


Bigelow & Dowse Co., Annual Spring 
Show, Jan. 25-26, at general offices, 
169 “A” St., Needham Heights 94, 
Mass. 


Decatur & Hopkins Co., Annual Spring 
Open House, Feb. 22-26, at com- 
pany headquarters, 93 Berkeley St.., 
Boston 16, Mass. 


Gift Show, Boston. at Hotel 
and First Corps Cadet 
March 8-12. George F. 
agement, .220 


York a N. | 2 


Statler 
Armory, 
Little Man- 
Fifth Ave., New 


Hardware Assn. of the Carolinas 
Convention, Feb. 24-26. Hotel head- 
quarters, Hotel Charlotte; sessions 
and exhibit, Radio Center Audi- 
torium, Charlotte, N. C. Martin F. 
Kaelke, P. O. Box 6215, Charlotte 
To. Bee. Ge 


Hibbard, Spencer, Bartlett & Co. 6th 
Annual Merchandise Show & 
vention, Jan. 25-27, at 
warehouse, 2201 
Evanston, Ill. 


Con- 
company 
Howard Ave., 


Intermountain Assn. 


Implement 


of Hardware & 
Assn. Conven- 
tion, Hotel headquar- 
ters and sessions at Stockmen’s 


Hotel, Elko, Nev. Weeks, 


Dealers’ 


Jan. 22-24, 


Leon Fi 
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308 Continental Bank Bldg., Boise, 
Idaho. 


Janney, Semple, Hill & Co., 22-26 S. 
Second St., Minneapolis 1, Annual 
Retailers’ Conference, Feb. 1-4, at 
Leamington Hotel, Minneapolis. 


George Krause Hardware Co., 37-39 
S. &th St... Lebanon, Pa. Dealer 
Show, Jan. 28, 29. 


Marshall Wells-Kelley How Thomson 
Co. Conventions, Jan. 26-27, Mar- 
shall-Wells Stores Congress; Jan. 
29-30, General Dealer Convention. 
Both conventions at 301 S. Lake 
Ave., Duluth. 


Massachusetts Hardware Distributors, 
Inc., Jan. 18. Annual Spring and 
Summer Show, at Hotel Continen- 
tal, Cambridge, Mass. 


Moore-Handley Hardware Co., Mer- 
chandise Mart, Jan. 19-24, at com- 
pany headquarters, 27 S. 20th St., 
Birmingham 2, Ala. 


Mountain States Hardware & Imple- 
ment Assn. Convention, Jan. 27-29. 
Hotel headquarters and sessions at 
Cosmopolitan Hotel, Denver, Colo. 
Francis W. Reich, P. O. Box 73, 
Boulder, Colo. 


New England Hardware Dealers’ 
Assn. Convention, Feb. 22-24. Hotel 
headquarters and sessions, Statler- 
Hilton Hotel; exhibit, Statler-Hil- 
ton Hotel and First Corps of Ca- 
dets Armory, Boston. Chester C. 
Putney, 665 Boylston St., Bos- 
ton 16. 


North Coast Retail Hardware Assn. 
Convention, Jan. 25-27. Hotel head- 
quarters, Heathman Hotel; sessions 
and exhibit , Portland Masonic 
Temple, Portland, Ore. Martin W. 
Danko, Route 12, Box 109, Fife 5Sq., 
Tacoma, Wash. 


Our Own Hardware Co. Merchandise 
Exhibit and Stockholders’ Meeting, 
Feb. 8-10, at general offices at 618 
N. 3rd St., Minneapolis. 


Pacific Northwest Hardware & Im- 
plement Assn. Convention, Jan. 25- 
27. Hotel headquarters and 
sions at Davenport Hotel, Spo- 
kane, Wash. J. Malcolm Smith, 303 
Empire State Bldg., 
Wash. 


ses- 


Spokane 1, 


Assn. 
House- 


Hardware 
Hardware & 


Southwest 
Coast 


Pacific 


West 


NEW 

58-1T 

"Daisy 
Thermometer 


Proven! An Artistic display creates 
traffic—gets the whole family into the 
buying act! See for yourself... send 
today for the new portfolio of these 
new Artistic window planter shelves, 
table planters, candy dishes, boutique 
napkin and hot plate holders and 85 
other speedy sellers ! 


NEW 3B7-5 
Candy-Nut 
Dish 


NEW B8-55 
Basket Planter « 


AID 
SOS NEW 58-12 

( ti Deluxe 
al ae m ‘“Tidy- 
Wall’ 


A A AA 
WIRE PRODUCTS CO., INC. 


Dept. HA 


.o « 


East Hampton, Conn. 
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VENETIAN BLIND 


RE-CORD & RE-TAPE KITS 
RE-TAPE KITS 


For 2'', 2-tape 
blinds to 70°" long 
In oll popular 
decorator colors 
#1500 Cotton 
lape 


# 2300 Firestone Velon Plastic Two-Tone 
lape with Unbreakable Nylon Ladders 


RE-CORD KITS 


For 2°’, 2-tape 
blinds to 70°’ long 
Complete with two 
matching tassels and 
one equalizer 
In all popular 
decorator colors 
#1700 Size 4'/, glazed Cotton Cord 


# 2400 Size 4'/. Nylon Cord 
Complete Venetian Blind 
QUICK-CHANGE SETS 


» | 


Woven Two-Tone Ladder 


For 2°’, 2-tape blinds to 70°" long 
Includes two matching tassels and one 
equalizer 
in all popular decorator colors 


#1000 Style Set. Firestone Velon Woven 
Plastic Tape with unbreakable Nylon Cross 
Ladders. Size 4'/, glazed Cotton Cord 


#1200 Tape 'N Cord Kit. Solid Woven 
Ladder, two-tone, Cotton Tape, size 4'/2 glaz- 


ed Cotton Cord 
Self Dispensing 


FREE! Merchandisers 


with #1500 and #1700, #2300 and #2400, 
#1200, #1000 Starter Sets 


PACKAGED 
WINDOW SHADE 
ACCESSORIES 


+2900 

Plastic Slide-On 

Window Shade 

Pull 

® Brackets 

® Rayon Ring Pulls 

® Plastic Ring Pulls 3 
® Fringed Rayon Tassels 


See our complete line at the 
Independent Houseware Show 


Jan. 11-15, Morrison Hotel, Booths 15 & 16 
Ru-Son Products Co. 


America’s Greatest Name in Packaged 
Venetian Blind Quick Change Sets 
278 Johnston Ave Jersey City 
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wares Show, Feb. 22-24, Western 
Exhibit Center, Los Angeles; Hard- 
ware & Housewares Show, March 
8-10, State Fair Ground and In- 
dustrial and Agricultural Bldgs.., 
Phoenix, Ariz. Otto H. Grigy, 1519 
S. Garfield Ave., Los Angeles 22. 

Pennsylvania & Atlantic Seaboard 
Hardware Assn. Convention, Feb. 
16-18. Hotel headquarters, Penn- 
Harris Hotel; sessions and exhibit, 
Farm Show Building, Harrisburg, 
Pa. J. Wayne Tisdale, 123 S. 3rd 
St., Harrisburg, Pa. 


’. Y. Schelly & Bro., Inc., 448 N. 16th 
St., Allentown, Pa., Annual Spring 
Merchandise Show, Feb. 10-12, at 
Allentown 
cultural 


Fairgrounds 
Exposition 


Agri- 
Building. 


Southern Hardware Convention of 
the Southern Wholesale Hardware 
Assn. & the American Hardware 
Mfrs. Assn., April 12-16, at Bilt- 
more Hill, Palm Beach, Fla. SWHA 
managing director, Ralph E. Kirby, 
806 Peachtree St., N.E., Atlanta 8, 
Ga.; AHMA secretary, Arthur L. 
Faubel, 342 Madison Ave., New 
York 17. 


Tri-State Hardware & Implement 
Assn. Convention, Feb. 8-10. Hotel 
headquarters, sessions and exhibit 
at Herring Hotel, Amarillo, Texas. 
R. B. Allen, 1408 4th Ave., Canyon, 
Texas. 


United Hardware Distributing Co., 
243 N. 2nd St., Minneapolis 11, An- 
nual Convention and Merchandise 
Show, Jan. 26-28, at Minneapolis 
Auditorium. 


Van Camp Hardware & Iron Co., 401 
W. Maryland St., Indianapolis 6, 
Ind., Spring & Summer Merchan- 
dise Show, Jan. 27-28, at Indiana 
Theatre Exhibit Hall, Indianapolis. 


M. Warren & Co., 245 River St., 
Troy, N. Y., Spring Show, March 
1-3, at Troy, N. Y. 


Weed & Co., Blue Chip Merchandise 
Show, Jan. 18-21, at company ware- 
house, 95 Swan St., Buffalo, N. Y. 


Western Retail Implement & Hard- 
wood Assn. Convention, Jan. 12-14. 
Hotel headquarters, Hotel Presi- 
dent; sessions and exhibit, Munici- 
pal Auditorium, Kansas City, Mo. 
J. Keith Melvin, 638-40 W. 39th St., 
Kansas City 11, Mo. 


George C. Wetherbee & Co., 2566 E. 
Grand Blvd., Detroit 11, Mich. 


(Continued ) 


Dealer Merchandise Show, Jan. 25- 


27, at Detroit-Leland Hotel. 


Whitlock Corp., 70 McLean Ave., 
Yonkers, N. Y., Silver Anniversary 
Show, March 15, at Westchester 
County Center, White Plains, N. Y. 


State 


Alabama Retail Hardware Assn. Con- 
vention, Feb. 15-17. Hotel head- 
quarters and sessions at Admiral 
Semmes & Battel House Hotels; 
exhibit, Admiral Semmes _ Hotel, 
Mobile. Charles Giles, 409 N. 23rd 
St., Birmingham 3. 


Events 


Arkansas’ Retail Hardware Assn. 
Convention, Feb. 15-16. Hotel head- 
quarters, Marion Hotel; sessions 
and exhibit, Robinson Auditorium, 
Little Rock. Tom R. Pinckney, 402 
Rector Bldg., Little Rock. 


California Retail Hardware Assn. 
Convention, Feb. 8-10. Hotel head- 
quarters, Hotel Whitcomb;  ses- 
sions, Hotel Whitcomb & Civic 
Auditorium; exhibit, Brooks Hall 
& Civic Center, San Francisco; 
Krueger B. Jacobsen, 122 9th St., 
San Francisco 3. 


Connecticut Hardware Assn. Conven- 
tion, Feb. 4. Hotel headquarters 
and sessions, Bond Hotel, Hartford. 
Russel V. Carlson, Village Hard- 
ware Store, Inc... New Milford. 


Florida & Georgia Retail Hardware 
Assns. Joint Conventions, March 
15-17. Hotel headquarters, sessions 
and exhibit at George Washington 
Hotel, Jacksonville, Fla. William 
W. Howell, P. O. Drawer 1000, 
1640 Plant Ave., Waycross, Ga. 


Georgia & Florida Retail Hardware 
Assns. Joint Conventions, March 
15-17. Hotel headquarters, sessions 
and exhibit at George Washington 
Hotel, Jacksonville, Fla. William 
W. Howell, P. O. Drawer 1000, 1640 
Plant Ave., Waycross, Ga. 


Illinois Retail Hardware Assn. Con- 
vention, Jan. 18-19. Hotel head- 
quarters and sessions at Pere Mar- 
quette Hotel, Peoria. William F. 
Ewart, 1451 Merchandise Mart, 
Chicago 54. 


Indiana Retail Hardware Assn. Con- 
vention, Jan. 27-28. Hotel head- 
quarters and sessions at Sheraton- 
Lincoln Hotel, Indianapolis. W. J. 
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‘‘More Real Pleasure 


In Every Barbecue” 


*& OUTSTANDING ROYAL CHEF SELF-SELLING FEATURES! 


® Fold-away legs ® “Sure-Set"’ grid control 


e Chrome plated spiral grids ® Heat-saving windshields. 


* A MODEL AND PRICE FOR EVERYONE! 
® The most complete line — $5.50 to $299.95 


® All price points covered for easy trade-up 


© Full profit for you. 


RUGGED LIFETIME CONSTRUCTION! 


® Bonderized Baked-on enamel finish 
® Welded steel wheels — molded rubber tires. 
® Five year warranty against burnout 


® Sturdy leg construction. 


UNSURPASSED EYE APPEAL — CHOICE OF COLORS! 


® Exciting new “Twilite Blue” ® High Lustre Coppertone 
® Glossy Black — Brilliant Red Trim. 


DELUXE ROUND BRAZIERS 
18”, 21”, and 24” sizes from $9.95 to $89.95. Deluxe in 
every respect with sturdiest construction, freshest styling 
and choice of color. 


>, 
— 
> ~~, 


> 
> ml 


PATIO GRILLS ECONOMY 
BASIC and MOTORIZED ROUND 


Fast-selling promotional models. Feature-loaded. Luxurious BRAZIERS 
patio grills (not pictured) at $99.95 and $299.95. 


More quality for your money 
in competitive, fast-moving 
grills. Compare construction 
and features of these 18”, 
24” basic and 24” motorized 
models. 


ROYAL CHEF for 


BARREL : ca 5.8. 
BRAZIERS a a east 


“BILT-WITH-A-TILT” 


Mgt! hold 
ie ae ay 
“ 


a 


This most versatile de- 
sign in several deluxe 
and economy models 
from $7.95 to $34.95. 
The barrel brazier cooks 
anything from hot dogs 
to roasts with or with- 


out smoke flavoring. 








Coa Crallincllir 


PACKAGED FOR EXTRA PROFITS! (UP TO AND INCLUDING THE QT. OR 1 LB. SIZE OF EACH) 
30,000,000 OWNERS OF AUTOMATIC WASHING 


MACHINES ASSURE A LARGE MARKET FOR... . 4 Order 12 
PLASTI™KING o> Ee cj —y me) || = 
a | ie 


AUTOMATIC-WASHER HOSE 


Order 12 
insein| GET ONE 





fe ©) ge (-) am P’2 
GET ONE 





your 
profits... 





with the FINEST, SAFEST automatic-washer rubber 
hose on the market! 


Only fast-selling PLASTI-KING gives you all of these 
important merchandising features: 


© $300,000 insurance protects you against damage re- 
sulting from failure-in-use! 


Molded-in ground wire eliminates electric shock 
danger!* 


Specially compounded to resist softening action of “ ~s aia ) >) 
hot water! = er 


Engineered to withstand 850 Ibs. pressure per sq. 


inch! ELMERS T 
Designed to fit all standard thread water faucets! oes ej a ; @)\' Ee 


Guarantees BIGGER PROFITS per unit sale! 


*Also available without molded-in ground wire. 





Write today for your complete Plasti-King Profit Story 


It’s as simple as that! Every time you order 12 of any one of these five great 

Elmer Glues between December 29th and February 16th you get the twelfth 

2 SARDEN HOSE one free. What a wonderful opportunity to stock up on all five and save. See 
Y MIXER HOSE 

your supplier or write The Borden Company, 350 


AUTOMATIC- 
WASHER HOSE Madison Avenue, New York 17, N. Y. 


Cleveland Mii 
RUBBER & PLASTIC CO. | . hordens Products 


4120 EAST 104 STREET FOR THE 


120 EAST 106 srae (<7 & yome HANDYMAN 
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Sheely, 4120 
dianapolis 5. 


N. Keystone St., In- 


lowa Retail Hardware Assn. 
vention, Feb. 10-13. Hotel 
quarters, Savery Hotel; 
and exhibit, Veterans 

Auditorium, Des Moines. 
R. Jacobson, 520 W. 35th 
Moines 12. 


Con- 
head- 
sessions 
Memoria! 
Philip 


St., Des 


Kentucky Retail Hardware Assn. 
Convention, Feb. 15-17. Hotel 
headquarters, sessions and exhibit 
at Kentucky Hotel, Louisville. Ed- 
ward Keiley, 501 Republic Bldg., 
Louisville 2. 


Louisiana Retail Hardware Assn. 
Convention, Jan. 18-19. Hotel head- 
quarters, and exhibit at 
Capital House Hotel, Baton Rouge. 
David O. Mansfield, P. O. Box 1696, 
Jackson 5, Miss. 


sessions 


Michigan Retail Hardware Assn. 
Convention, Feb. 15-19. Hotel head- 
quarters and sessions at Statler- 
Hilton Hotel, Detroit. Third An- 
nual Kollege of Product Knowledge 
included. Harold W. Schumacher, 
1916 Michigan National Tower, 
Lansing &. 


Minnesota Retail Hardware 
Convention, Jan. 5-7. Hotel head- 
quarters, and exhibit at 
Leamington Hotel, Minneapolis. C. 
J. Christopher, 3033 
sivd., Minneapolis 16. 


Assn. 
sessions 


Excelsior 


Mississippi Retail Hardware’ Assn. 
Convention, Feb. 22-23. Hote! 
headquarters, sessions and exhibit 
at Heidelberg Hotel, Jackson. 
David O. Mansfield, P. O. Box 1696, 
Jackson 5. 


Missouri Retail Hardware Assn. 

Convention, Jan. 27-29. Hotel head- 
quarters, sessions exhibit at 
Chase Hotel, St. Fred H. 
Boemer, 2311 Ave., St. 
Louis 10. 


and 
Louis. 
Hampton 


Nebraska Retail Hardware 
Convention, Feb. 15-17. Hotel head- 
quarters and Cornhusker 
Hotel; exhibit, Pershing Municipal 
Auditorium, Lincoln. Frank 
alino, 325 Insurance Bldg., 
coln &. 


Assn. 
sessions. 


Cap- 
Lin- 


New York State 
Assn. Convention, 
headquarters and 
Syracuse; exhibit, 
County War 


Retail Hardware 
Feb. 2-4. Hotel 
sessions, Hotel 

Onondaga 
Memorial, Syracuse. 
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COLORITE 


the quality name 


in garden hose 


Colorite quality and selection gives you the widest choice to merchandise. 
From ¥" to %" 1.D. Promotional, Deluxe, Reinforced and Transparent. 
Sixteen distinct and different styles of hose and sprinklers. All uncondition- 
ally guaranteed. All superbly packaged and priced for quick impulse sales. 
Get the complete Colorite story by writing for catalog and prices today. 


Advertised in Life with Dept 
of Commerce Seal of Quality 


Dupont Nylon tire cord 
in our visible 
reinforced line 


2-ply construction 
doubles sales appeal 


Deluxe packaging 
for impulse sales 


See us at the National Housewares Exhibit Booth C-1008, Navy Pier 


COLORITE (comical 


PLASTICS OF NEW JERSEY, INC. soca 


FORNIA AVENUE PATER JN 





NOW HERE’S THE BIG NEWS... 


URVER NOW FROM YOUR REGULAR 


SUPPLIER OF PLUMBING BRASS GOODS 


AUTOMATIC SPRAY SERVICE CENTER 


IF IT HAS A THUMB 
CONTROL, THESE 
REPLACEMENTS FIT: 


— 


DISH-QUIK: deluxe replace- 
ment, attaches to existing 
hose in place of any auto- 
matic spray. Dish-Quik suds, 
scrubs and rinses. 


no 
RINSE-QUIK: standard re- 
placement, for rinsing only. 
Also replaces any automatic 
spray. Packed separately or 
with 4-foot hose. 


REPLACEMENT HOSES: 4-foot 
for deck-mount faucets, 30- 
inch for wall-mount faucets. 
All have universal adapter 
to fit all faucet connections 


SPECIAL OFFER TO RETAILERS: 
Order this Bonus Display 
Pack! You get one extra 
Dish-Quik Replacement Unit 
free —an extra $9.95 profit! 
Includes Dish-Quik, Rinse- 
Quik and universal hoses, 
plus hose guides, Dish-Quik 
brushes and handy kit of 
automatic diverter replace- 
ments. Retail value: $51.10 


, Ny et 
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Nicholas H. Kiley, Hills Bldz., 
Syracuse 2. 


Ohio Hardware Assn. Convention, 
Feb. 8-11. Hotel headquarters and 
sessions, Hotel Cleveland; exhibit, 
Public Auditorium, Cleveland. John 
B. Conklin, 1540 W. Fifth Ave.., 


Columbus 12. 


Oklahoma Hardware & Implement 
Assn. Convention, Feb. 22-24. Ho- 
tel headquarters and sessions, Ho- 
tel Oklahoma Biltmore; exhibit, 
State Fair Grounds, Oklahoma 
City. William B. Ruxlow, 515 Mid- 
west Bldg., Oklahoma City. 


South Dakota Retail Hardware Assn. 
Convention, March 15-17. Hotel 
headquarters, Hotel Cataract Sher- 
aton: sessions, Convention Hall: 
exhibit, Coliseum, Sioux Falls. H. 
T. Benson, 2108 S. Western Ave., 
Sioux Falls. 


Tennessee Retail Hardware Assn. 
Convention, Feb. 8-9. Hotel head- 
quarters, Andrew Jackson Hotel; 
sessions and exhibit, Fairgrounds 
Coliseum, Nashville. Charles G. 


Brown, P. O. Box 784, Nashville. 


Texas Hardware & Implement Assn. 
Convention, Jan. 11-13. Hotel head- 
quarters and sessions, Statler-Hil- 
ton Hotel; exhibit, Dallas Memorial 
Auditorium, Dallas. Ray M. Souder, 
1108 Gibralter Life Bldg., Dallas 1. 


Virginia Retail Hardware Assn. Con- 
vention, Feb. 8-10. Hotel head- 
quarters, sessions and exhibit at 
Hotel Roanoke, Roanoke. G. T. 
Omohundro Jr., Scottsville. 


West Virginia Hardware Assn. Con- 
vention, Feb. 22-24. Hotel head- 
quarters, sessions and exhibit at 
Daniel Boone Hotel, Charleston. 
James C. Fielding, 1628 McClung 
St., Charleston 1. 


Wisconsin Retail Hardware Assn. 
» 


Convention, Feb. 2-3. Hotel head- 
quarters and sessions at Plankin- 
ton Hotel, Milwaukee. H. A. 


Lewis, Stevens Point. 


To sell insecticides 
use up-front displays 


When Scott Hardware, Anamosa, 
Ia., moved its insecticide and spray 
materials section from the rear of 
the store to a spot up front during 
the spring and summer season, 
sales went up 15 percent over the 
previous year. 
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RE-pe—RE-ORDERS! 


It's the. proven new self-selling 
money-maker in thousands 

if retail outlets coast to 
coast! Housewives are finding 
1001 ways to use this unique 
self-sticking, metallized, 

ale) ama ec laalicialclelismelsieele-)anale 
tape. It looks and.-lasts like 
gleaming metal... gold, 
chrome or copper... but it 
won't rust, crack or chip! 
Trimbrite adheres to pract 
cally any surface and it 
glamorizes everything 


han ce)eleial=-y 








SIGS If you’re not a happy 
o *— 9 
Trimbrite dealer yet, dont lose 


a minute more...seeit.. 


order it... display it...and 
Just Introduced and already a household word... ah 


ring up real volume sales! 


tim iaet 


, PROFITABLY AT 
ea +k @ AS: ROLL 
To be nationally kT 
advertised in 
leading magazines, 
newspapers SEL 
and on TV! 


al 


F-STICKING METALLIZED MYLAR’ 


DECORATING TAPE 


* SHELF EDGING * LAMPSHADES 
TRIMS <oarirooms TELEPHONES 
and ¢ HAMPERS ¢ FISH TANKS 
¢ MIRRORS ¢ CLOSETS 
* PICTURE FRAME . S 
BEAUTIFIES <ierricerarors auto int 


AUTO INTERIORS 
¢ FURNITURE 


hitikiteht &O 6 bE 
kaput ae db ahah ahaha 


$ 




















© ai : Sue % 
A etl. ON i, il. Ae ily an, nll cot te te ew $ te . : Pantin - sen . ” Litt bt 


CROSS HATCH SMALL BOX WRITE FOR FREE SAMPLES 
a —_ AND ILLUSTRATED PRICE LIST 


—%" wide MARGLO, INC. 
265 William St., Englewood, N. J. 
Please send free Trimbrite 
’ samples and price list. 
* 


Name — 


OFFICES: 265 WILLIAM ST. + ENGLEWOOD, N. J. Sieh csnusinanceaaaneesiaaiaieeaiaamitel 
FACTORY: NEW BRITAIN, CONN. Company — 


— | 
ee ee ee 
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Success of Gering Hose and Sprinklers 


with longer life and superior performance revealed! 


An exclusive WONDER ingredient called 
L.P.A. BOOSTER INGREDIENT is one of the 
reasons all Gering Mirror Finish hose 
products enjoy added life, greater per- 
formance and superior appearance. 


L.P.A. BOOSTER INGREDIENT combined 

with the finest quality raw materials at 

: | the initial stages of quality-controlled 

e ° e manufacture, extends the life of the hose! 


Proved by months of exposure to Arizona 
B! . and Florida sunlight as well as continuous 
BOOSTER INGREDI eB scientific Fade-Ometer tests, Gering hose 
with L.P.A. BOOSTER INGREDIENT main- 
tains its flexibility and quality while its 
color stays locked in. 


Pp A Start selling the nationally advertised 


big profit Gering Hose Brands that satisfy 
your. customers and stay sold! 


‘ 3 / 
Compare results of these impartial punishment tests! 


ARIZONA & FLORIDA SUN OUTDOOR 
EXPOSURE TESTS 





FADE-OMETER TEST | 


ORDINARY HOSE 
(After 80 Hours) 


Actual lab report states 
“large degree of discoloration.”’ 
* 


GERING HOSE LINE WITH L.P.A. 
(After 400 Hours) 


ORDINARY HOSE without GERING HOSE LINE WITH 
L.P.A. (After 3 Months) L.P.A. (After 3 Months) Actual lab report states 
Brown spots show where Deterioration completely “essentially no discoloration.”’ 
deterioration has begun. retarded .. . no loss of flexibility 

... color remains stable. 





a . : Sex * 
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100% DURABLE 





NCH ING IDOE 


VINYL 


3-TUBE SPRINKLER HOSE 


LAWN SOAKER & SPRINKLER 
oaks and sprinkle 


PLASTIC 


oa eat ans Ob Gua Ge Gi > eee 


10 teas. GU aRAMTE, E— --.. 





ome 


CHECK THE “OUTS TANDING COMPLETE  GERING LINE! 


INSIDE. DIAMETER GUARANTEE 
GARDEN HOSE: Mirror Finish 
15 Yrs. 
15 Yrs. 
10 Yrs. 
8 Yrs. 


LENGTHS 


25, 50, 
25, 50, 
25, 50, 


75 Ft. 
75 Ft. 
75 Ft. 
25, 50, 75 Ft. 
3 TUBE SPRINKLER HOSE: Mirror Finish 
Fully Guaranteed 25, 50 Ft. 
SOAKER-SPRINKLER HOSE: Mirror Finish 


Fully Guaranteed 


GARDEN HOSE: Thrift Line 
5 Yrs. 
5 Yrs. 
—_*: Ss 


20, 25, 50 Ft. 


25, 50 Ft. 
25, 50 Ft. 
anneal 


Gering Products, Inc. 
A brand for every need--GERING - MERCURY - GARDEN QUEEN .- 
SEE YOU AT THE HOUSEWARES SHOW .. . BOOTH 428 — 430 Navy Pier 


az 


2, 


GARDEN 


HOSE 
with exclu 


ive viifror 


All Backed by Bigger-than-ever 
New Advertising, New Sales Aids Programs! 


e LIFE AND GOOD HOUSE- 
KEEPING MAGAZINES 
establish brand identification! 

¢e STRIKING NEW AWARD- 
WINNING HOSE LABELS 
and other point-of-sale mate- 
rials help product sell itself! 


GERINC 


mer Products 


> Guaranteed by > 
Good maa 


g 


if 


, Kenilworth, N.J. 


THRIFT LINE 





simultane 


with exclusive white stripe SPRAY 


usly 








WHAT'S NEW 





comes in a variety of shades. Re- 
tail price remains 59¢, Edlund Co. 


For more data circle No. 13 on postcard, p. 101 


Apartment-style dishwasher 
Apartment-dwellers will be traffic 
for this dishwasher designed to fit 


on a faucet assembly and require 
only the removal of the swing 
spout. Installation of the Dishmas- 
ter “300” can be made in a few min- 
utes without even shutting off the 
water. models mount 
against the wall and on the deck of 


Imperial 


the sink. Scraping, washing and 
rinsing 1s accomplished in one swift 
circular motion. Imperial models 
retall for $49.50. Dishmaster Corp. 


For more data circle No. 14 on postcard, p. 161 


Low-priced toy wheelbarrow 
Youngsters will beg their parents 
for this sturdy bright red toy 
Wheelbarrow. The low-priced model 
is scaled from a full size ’barrow. 
The wheel is a_ semi - pneumatic 
puncture-proof tire. Chassis and 
carriage are of heavy-gauge steel. 
Finish is baked on for weather- 
proof permanence. Overall body di- 
mensions, 16 x 20 x 5% in. Packed 


six to a master carton in attention 


compelling three-color individual 


display package. Retails for $3.49. 
Radio Steel & Mfg. Co. 


For more data circle No. 15 on postcard, p. 1061 


Self-propelled rotary mower 
This Yard-Man mower is a 22 in. 
3-speed self-propelled rotary with 
front wheel drive. It is powered 
with a 3 hp Briggs and Stratton 
engine. This mower releases the 
cutting blade for easy starting and 
extra safety. Austempered blade is 
mounted on a separate V-belt drive 
blade shaft eliminating chances of 
bending the crank shaft. Separate 
speed control permits selection of 


three forward speeds. Hand levers 
permit cutting height adjustments 
from % to 3 in. Yard-Man, Ince. 
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Lock trim combinations 


Matching trim combinations are 
available for standard and heavy- 
duty mortise lock lines. The screw- 
less sectional trim conforms to cur- 
rent architectural lines and allows 


for combining mortise lock with In- 
tegralocks on the same installation 
with complete uniformity in ap- 
Eight IntegraLock de- 
signs are available for use with 
mortise locks. Sargent & Co. 


pearance. 
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Dry chemical extinguisher 
Safety-minded boat owners and 
householders will want this port- 


able dry chemical fire extinguisher, 
the Protexall deluxe. It snuffs out 
fires caused by short circuits, gaso- 
line, cooking stoves and spontane- 
non-toxic 
chemical action unit has fire-killing 
power from 8 to 10 ft. Finished in 
durable baked coppertone enamel. 
Simplified pictorial instructions on 


OuUS combustion. This 


the nameplate speed up emergency 
use. Available in single pack. Col- 
orful four-pack dispenser-display 1s 
164) x 3% x 24% in. Arrives ready 
for use. Retails for $22.95 includ- 
bracket. 


Ameri- 


ing matching clamping 
Consumer Products, Div.. 
can La France. 
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Decorated waste baskets 
Brass or copper finishes high- 
light this line of embossed metal 


waste baskets. Shown here is the 
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Sensation at recent National Hardware Show — best quality, non-clogging, razor sharp cutter for pizza, 
ravioli, dough, pies and sandwiches — handiest all-around gadget — retail each $1.59 — order assortment 
of 12 individually carded, 4 each color, red, yellow, green with big, free display. 


Dealer cost $11.45 — order from your wholesaler or write 


HYDE MANUFACTURING COMPANY, souTHBRIDGE, MASSACHUSETTS 
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WHAT'S NEW 





7 x 11 x 13 in. model 5908. This 
oval basket decorated with pots, 
pans and utensils makes it appro- 
priate for kitchen use. Basket Is 
copper-finished. The complete line 
is shown in the company’s free 
1959 catalog, fully illustrated in 
color. Weinman Bros., Ine. 
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Water-filling fishing float 


Ideal bubble float 
can be used for bait casting, fly 


water-filling 


casting or spinning with the same 


basic equipment. Amount of water 
in float adjusts weight. This float 
offers all features of the Ideal 5- 
Way float. 


Kither end may be 
fished up. It comes in “4 in., 1 in. 


and 1% in. at 20¢, 25¢ and 306¢é. 
Ideal Fishing Float Co., Ine. 
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Waterproof concrete patcher 
This simple, easy-to-mix silicone- 

latex patcher for all concrete and 

masonry repairs is waterproof. A 


100 


1/16 in. feather edge can be ob- 
tained with Bondex concrete patch. 
Thick applications can be made 
also. Dries harder than concrete in 
a few minutes. Chipping, widening 
of cracks, etching or priming is 
This” self-curing 
patcher can be used indoors or out, 


unnecessary. 


on above or below grade surfaces. 


Available in carry home kits. 


Comes in 5 lb, 10 lb, or 40 lb pack- 
ages. Reardon Co. 
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Baby carriages, strollers 

The 1959 line of Siebert baby 
carriages and strollers features a 
new luxurious, high fashion note. 
The line, expanded over last year, 
includes units from economy out- 
fits to English-type spring suspen- 
sion models, Several car bed and 
seat combinations and baby stroll- 
ers are also in the line. The ultra 
deluxe Stroller (shown) features 
the Marquis pattern in white with 
gold, or sand with gold, with gold 


binding, adjustable canopy, large 
rear visor, 3-position back rest, re- 
movable snap-on body among other 
things. Catalog available. O. W. Sie- 
bert Co. 
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Budget-priced blender 
Budget-priced blender 
has a 2-speed super-torque motor 


Regent 


for blending and liquefying. Fea- 
tures a 38 oz heat resistant jar in 
a cloverleaf design for easy pour- 
ing and blending. Suggested retail 
price is $24. An electric can opener 
and a rotary massager have been 
added to this line. Jona Mfg. Co. 
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Sprinkler system fittings 
Here are several new Franklin 
fittings made of hi-impact styrene. 


They are designed for use with 
sprinkling systems and will not 
corrode or rust. These Dur-X 
styrene reducing elbows, with IPS 
threads, come as follows: 1 in. in- 
sert x °*4 in. female thread and *, 
in. insert x ™% in. female thread. 
Also available are 4 in. and 6 in. 
long nipples in both '% and “, in. 
sizes. Franklin Plastics, Ine. 
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CHECK CARD 


AN EXTRA 
HARDWARE AGE SERVICE 


A successful hardware dealer keeps up to date on 
What's New in merchandise. The Quick Check 
Card on the bottom of this page will help you get 
more information on new products described in this 
issue, quickly and easily. HARDWARE AGE brings 
you more new product descriptions than any other 
magazine. The Quick Check Card service will now 
get you all the information you need, quickly. 











































































































BUSINESS REPLY CARD 


No postage necessary if mailed in the United States 
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Be sure to write name HARDWARE AGE 
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Here is Your Quick Check Card 


What it is... How it works 





Each issue brings you dozens of descriptions of new products, new dis- 











plays, etc., in the “What's New’ columns. You get more of these in 
HARDWARE AGE than in any other magazine. 





When you want more free information on any of these products, simply 





mark a circle around the same number on the post card as appears 
under the individual item description. 











Drop the post card in the mail box. No postage is needed. You will 

















quickly receive, free, complete details on the product from the manufac- 
turer. You may circle as many items as you wish. Separate information 





will be sent you on each item. 


Be sure to give your full name and address on the post card. Print or type 
it clearly. We cannot service post cards with incomplete addresses. 
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BUSINESS REPLY CARD 


No postage necessary if mailed in the United States 





Please use this P.O. 
Box Address for Quick 
te nly 


POSTAGE WILL BE PAID BY 


HARDWARE AGE 


Post Office Box 60 
Village Station 
NEW YORK 14, N. Y. 








SEYMOUR SMITH 


Pa LS N41) 


GARDEN 
ppele) a 


SNAP CUT 


LOPPING SHEARS 


Same famous action as the SNAP-CUT PRUNER, but 
this lopper takes green branches up to 1-1/4". A 
clean, easy cutting tool that’s light in weight and a 
joy to handle. 9/16” hardwood stick furnished with 
No. 1149 each shear so customer can try and compare before 


25” OVERALL he buys. 
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SNAP-CUT 


Patented “Tension Bar” actually keeps blades in 
proper tension for best cutting. Also acts as shock 
absorber . . . makes hedge trimming an easier, 
No. 354-9 pleasanter job. Cutlery steel blades have serrated 
9” BLADES and hardened edges and precision ground bevels. 





ceaaeatiiaaabinn MON AR NOE ARN 8 


EzyY-CUT 
HEDGE SHEARS 


Precision ground,cutlery steel blades. Top blade is 
serrated for sure blade grip and E-Z cutting action. 
No. 114-8 Top blade notched for cutting large growth. 
8’’ BLADES 





Ezy-CuT 
HEDGE SHEARS 


Ideal, lightweight easy action shear for the ladies. Cut- 


lery steel blades ground to keen, sharp cutting edge. 
No. 114-6 
6" BLADES 


SEYMOUR SMITH 


NA ATH SEYMOUR SMITH & SON, ING. 
Tal Oakville, Conn., U.S.A. 


. Sales Representatives 
Quality Tools JOHN H. GRAHAM & CO. INC. 


Since 1850 105 Duane St., New York 8, N. Y. 
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(Continued from page 100) 


15-shot automatic 22 rifle 
This automatic 22 cal rifle will 
attract a lot of interest from your 


customers. Called the Sporter, it 
is a 15-shot rifle to replace Moss 
Model 151K at the same 
price of $38.95. The gun has a 


berg’s 


new closed breech design with the 
fore end of the stock slimmed and 
Streamlined. It can shoot all 15 
shots within 4 seconds. Takes long 
rifle, regular and high speed cart 
ridges which are fed through the 
stock from a_ tubular 
Rear sight has U 


magazine. 
notch with ad 
justments for windage and eleva- 
tion. O. BF. Mossberg & Sons, Ine. 
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Plastic type drawer slides 
Here’s a_ side-suspension type 


plastic drawer slide to eliminate 


sticking and noise. Slides are de- 
signed to attract do-it-yourselfers 
and may be used with Prolon plas- 
tic drawers, or with standard 
wooden and homemade drawers if 
a strip or lip is applied at drawer 
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top. Slides are designed to retail 
at about $1.08 per pair and may be 
purchased as units or with Prolon 
molded drawers. Prolon Plastics 
Div., Pro-Phy-Lac-Tic Brush Co. 
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Automatic clothesline reel 

This Cordomatic clothesline reel 
automatically retracts a plastic line 
which can be used as a clothes 
hanger, backyard dog leash or in 
a dark room for hanging photos. 
The weather-resistant aluminum 
unit folds against a wall when not 
in use and can be quickly moved. A 
lock-ring keeps the 300 Ib test lines 
taut. A 20 ft line lists for $3.95 
and the 40 ft model for $6.95. 


Cordomatic Div., Vacuum Cleaner 


Corp. of America. 
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Candles for hurricane lamps 


Here are hand dipped tapered 
candles in six colors for customers 
who use candles for hurricane 
lamps and other small holders. 
These candles are 4% in. high and 


1 in. in diameter at base. They are 
packed four to a package. Sug- 
gested retail selling price 50¢. Wi// 
& Baumer Candle Co. 


For more data circle No. 28 on postcard, p. 101 


Handcrafted mail boxes 
Homeowners who like decorated 
mail boxes will want this hand- 


crafted model. It is made of heavy 
textured Sharonart steel finished 
in durable black enamel with pol- 
ished brass trim. It is furnished 
with mounting screws and news- 
paper brackets, and is large enougn 
to hold bigger magazines. Lid is 
heavy enough to stay in place. The 
box is finished in pin-seal leather 
effect. Retails at $6.98. Kursh 
Products Ine. 
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Two low-cost swivel rings 
Housewives will want the new 
“light round” and ornamental de- 


sign swivel rings. Richly designed 
with fine engraved detail, the solid 
zinc alloy rings are finished in gold 
or brass. Rings are available in 
three fastener types for mounting 
on wood or metal. Swivel rings are 
being used as shade pulls, lamp 
finials, furniture pulls and for 
hanging picture frames and mir- 
rors. Modernistic and light round 
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Amazing Invention Obsoletes Any Mender or Coupling Ever Made! 


FRANKLIN KLAMPON 


RE-USABLE MENDERS AND COUPLINGS 
for plastic and rubber garden hose 


THE ONLY 100 
IS YOUR 


L YOU NEED 
THUMB 


NO PRONGS TO POUND 

NO THREADS TO TURN 

NO HOSE CLAMPS TO TIGHTEN 
@e NO WASHERS TO PUT IN 


Just insert hose and press lever down 
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KLAMPON COUPLING (male) 
— converts a hose end into a 
male coupling instantly. 


KLAMPON COUPLING (female) 
— converts a hose end into a 
female coupling instantly. 


FRANKLIN 


WITH 





Nothing like KLAMPON has ever been seen before! It 
ushers in a whole new era in hose coupling and mend- 
ing, and opens up tremendous new sales opportunities. 


KLAMPON Mender mends hose instantly; a simple press 
of the lever gives a leak-proof, pull-proof, lifetime mend. 


KLAMPON Male and Female Couplings do the same 
kind of job; just insert the hose and press lever down. 


To re-use KLAMPON, simply lift the lever. 


Durably made of solid, rust-proof metal, with tempered 
steel spring and lever. 


Here is the greatest thing that has happened in the mender 
and coupling field in generations. Don’t miss out on the 
sales and profit opportunities that KLAMPON offers! 


Ask your jobber or write us 
FRANKLIN METAL & RUBBER CO. © HATBORO, PA. 


WITH WITH 


ZIP-ON — the fastest 
“on-and-off” hose 
coupling ever in- 
vented. Made of new 
“miracle material’ — 
Du Pont Zyte!l Nylon. 


See the entire FRANKLIN SPRING LINE at Booth C-936, NH M A Exhibit, Chicago. 
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“INDESTRUCTO” 
Hose Nozzle, made of 
Du Pont Zytel Nylon. 
Strong as steel; 
tough as brass; in- 
credibly low in price. 


1, 1959 





DIALOMATIC Hose 
Nozzle. No lever. No 
tiresome squeezing. 
Just dial your spray. 
Made of rust-proof 
metal and brass. 


Pat. No. 2,725,246 


of ay toe poe aoee se ener >” 


NO. 1989 KLAMPON MERCHANDISE UNIT 
includes the three popular sizes of Menders 
and Couplings — 7/16", 1/2" and 5/8" — 
all mounted on VISTA-PAK Display Cards. 
Handsome metal display stand FREE. 


IS REVOLUTIONIZING GARDEN HOSE ACCESSORIES — 


WITH 

ROLLMASTER, a new 
patented Sprinkler 
that is new in prin- 
ciple, new in = sprin- 
kling efficiency. Made 
of durable plastic. 


January 12 to 16 
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WHAT'S NEW 





styles measure 15/16 in. in width. 
Kither may be had with wood screw 
Modernistic stvle is available 


DASe, 


with rivet lug. Gries Reproducer 
( ip. 
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Low-cost aluminum push bars 


Low-cost push bars for wood and 
metal doors are available in 38 x 
aluminum bars. Com- 
they will fit 
wide. 


1 X %® IN. 


bined with brackets 
Bars can 
Matching 


door pulls are of extruded alumi- 


doors up to }? in. 
be cut to desired lengths. 


num. List prices are $9.90 for pair 


of push bars and $2.86 each for 
Deluxe set also available at 
Ideal Brass Works. 
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pulls. 


S2?.66. 


Special on kitchen brushes 
This Hardware Week special is 
three brushes packaged in a single 


75" SPECIAL 


3 KITCHEN COUSINS 98 


A 98¢ special, regu- 
larly $1.27, the package contains a 
Topper pastry brush, dish mop and 


see-thru bag. 
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Speedy-Clean pan brush. Solid plas- 
tic handles are available in pink or 
vellow. The pastry brush has nylon 
chef motif handle. 
The dish mop is of highest quality 
Two 


bristles and a 


cotton varn twisted in wire. 
brush faces, for scrubbing or scour- 
ing, are featured in the pan brush. 
Ox Fibre Brush Co. 
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Economical hand garden tools 
Budget-minded gardeners will be 
attracted to triple chrome- 
plated hand garden tools. Suggested 
retail price is 69¢ each for a trowel, 
fork and cultivator. 
Large, comfortable hardwood han- 
dies have an attractive dark finish. 
Tool heads are firmly anchored to 
Bright metal ferrules 


these 


transplanter, 


the handles. 


seal the joints. Animal Trap Co. of 
America. 
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Promotional tool kits 
High retailer profits are possible 


with a 50 percent markup offered 


on eight different tool kits. Each 
kit retails for Twenty-four 
complete kits come in each carton. 
Included in the assortment are 5 pce 
knife-saws, 2 pc file sets, 2 pe jumbo 


SMC. 


extra heavy screwdrivers, 6 pe ham- 
mer sets, 2 pe chisel sets, combina- 
tion side cutter pliers, 6 pe twist 
grip screwdrivers and 5-in-1 inter- 
changeable kits. Fuller Tool Co. 
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Garden sprayer on wheels 
Garden supply departments will 
attract attention with this 3'5 gal 


tank garden The hori- 
zontal tank can be pulled or pushed 


Its han- 


sprayer. 


on cushioned-tire wheels. 
dle converts into an 
pumping lever. A 9 ft red plastic 
hose, gun grip control valve and a 


easy-to-use 


multi-spray nozzle are other fea- 


tures. H. D. Hudson Mfg Co. 
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Power drill for 14 tools 
This 14 in. electric drill drives 
14-tool workshop. It has a 2.7 


4 
aa 
get * 
- »> 


ae 
“we 
ie 


amp power rating and is geared to 
2250 rpm for high torque. Features 
include side handle, spindle lock and 
geared key chuck. Also available is 
No. 1115, identical to the No. 1114, 
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Bait Your Line with 
SIMMONDS 


SAWS and FILES 


and See the 
Action You Get! 





“RED END” HACK SAW BLADES 


\ 


CHROME-PLATED SI-CLONE SAWS 


7] 


WAAAY 
AA 


ae 


GROUND" CROSS-CUT SAWS 


RED TANG” FILES 


Wheh you’re “casting”’ for customers, 

it pays to offer them quality products 

they know quality products you 

know will give complete satisfaction! With SIMONDS new 

Chrome-Plated Si-Clone Saws, the Simonds line is more 

profitable than ever for jobbers and retailers to handle 

and sell. Spring, summer, fall, winter there’s no 

‘‘season’’ to limit the sales of popular Simonds “ Red 

Tang”’ Files, ‘‘ Red End’”’ Hack Saw Blades, Saw Bits and SBLUE SES BMS AND ‘RED CIRCLE” SH Np 
Shanks and Cross-Cut Saws. “‘Bait’’ your line the year } , . 


around for profitable, volume business with Srmonps! 


Factory Branches in Boston, Chicago, Shreveport, La, 
San Francisco and Portland, Oregon 
Canadign Factory in Montreal, Que, 


SAW AND STEEL CO. 


., FITCHBURG, MASS. 
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but with saw grip. Another model 

No. A200 has a pistol grip like the No. 1114 

Self-Service : but is equipped with ball bearing 
armature. Millers Falls Co. 
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48 in. magnesium level 
Scharf has added a 48 in. ex- 
truded magnesium level to its Du- 


HOLDS 200 2-OZ. 
“WINDOW BOXES” 


TAKES LESS THAN 
11% SQ. FT. OF 
COUNTER SPACE. 





Actual size 12” wide x 
17” deep x 19” high. 


Rite line. The line now offers levels 
in 12, 18, 24, 28, and 48 in. sizes. 
All of the models, except the 12 in. 
level, have six vials instead of four. 
With the addition of a second vial 


@ BIGGER PROFIT — Sell full 2-0z. Atlas “window boxes” for 
15¢ each. Compared to plastic tubes and smaller boxes at 
i0¢, your customers get up to 100% more merchandise for 
the extra nickel and YOU GET FROM 65% to 100% MORE to each plumb assembly, plumb 


wis! readings can be checked at either 
) ! 
PROFIT, Everybody benefits! end of the level. J. H. Scharf Mfg. 
Total Retail Value (200 pkgs. @ 15¢) $30.00 Co. 


Retail Cost 18.00 
Retail Profit (40%) $12.00 
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PROVEN FASTER TURNOVER — More than 20,000 Atlas 
merchandising displays in actual use have proven their 
ability to TURN STOCK 5 to 7 TIMES PER YEAR (two 
to three times the normal rate). In addition, self-service 
practically eliminates any selling cost. 


COMPLETE LINE — Display holds full initial shipment of 
200 famous, red Atlas “window boxes” — 10 EACH OF 


Promotional hose nozzle 

Here is a promotional squeeze 
hose nozzle retailing for $1.20. It 
is guaranteed for one year. Can be 
locked at any spray from fine mist 
to full stream. Shuts off instantly 
and resets at exact spray auto- 
matically. The nozzle is made of 


THE 20 MOST POPULAR ITEMS. No extra boxes to non-corroding zine, stainless steel 
store or get lost. You get complete stock with one order, and brass and is chrome-plated. 
one invoice, more profit. 


Merchandise and Display Shipped as One Unit 


Two cartons banded together — weight 39 Ibs. Refills 
of any Atlas g-lb. package available in wraps of 10. 


FAIRHAVEN, MASS. ® HENDERSON, KY. 


Be Atlas = 
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Each gun is mounted on a See ’n 
Sell display card. Melnor 
tries, Inc. 
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Indus- 


Popularly-priced planters 
These popularly-priced 


planters of high-impact  styron 


come in green, black or white over- 
laid with random gold lines. Heavily 
brass-plated wire stands are op- 
tional. Available in 9, 15, and 19 
in. sizes and 
69¢ to $1.98. 
Products Corp. 
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about 
Plastic 


from 
Div.. 


retails 
Decor 


Hose valve is leakproof 

This shut-off hose valve, made of 
a tough, high impact thermoplastic 
resin retails for 98¢. An aircraft- 
type “O” ring seal provides leak- 
proof shut-off. The valve operates 
with a quarter turn of the lever. 


Comes packaged in a clear plastic 
bag. Scovill Mfg. Co. 
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Car washing brush special 
Here’s a Hardware Week special 
on a car-and-home washing brush 


that attaches to a garden hose. 
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interior 


This car washer has long-lasting 
bristles that spin at 2500 rpm. A 
sudsing chamber has an_ on-off 
movement to switch from rinsing 
to sudsing. Plastic grip handle is 
easy to use. Also useful for boats, 

garden furniture, and 
A $6.95 value. The brush 
will be on sale for $4.98. Empire 
Brushes, Ine. 
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houses, 


pools. 


Unbreakable humidifer plate 


Here is an unbreakable, light- 
weight glass fiber humidifier plate. 


Ba CHANGE PLATES Now, 


It offers home owners fuel savings 
and replacement. 
evaporator plates fit 
type humidifier. 


easy Universal 
every plate- 
Humidifier plates 
require replacement at least once a 
vear. Suggested retail price is $2.25 
for package of five plates. Autoflo 
Corp. 
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Riding rotary mower for ‘59 
This 


mower, 


4-wheel, 
called 


riding rotary 
Lawnmobile, leads 
the Homko line of mowers and lawn 
care equipment for 1959. Lawnmo- 
bile features Poweramic drive, new 
design, positive blade 
single-lever engine operation, plus 
quick cutting height adjustment 


disconnect, 





= 
@ * ow "- 
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~ 
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@ CONCRETE 
@ CEMENT 
@ MORTAR 
@ PLASTER 


TO MIX 


Lightweight! 


Easy-to-carry! 


~~ a 
, 
a > 


OWNERS 


@ FARMERS 
@ CONTRACTORS @ FEED 


@ MASONS 


@ HOME 


Mixes 8 cu. ft. per hour! 
USED BY 


COMPLETE WITH 
ELECTRIC MOTOR 


or 


DO-IT-YOURSELF 
jobber 


local 


See your 


PORTABLE DO-IT-YOURSELF 


rm. * 


Ideal for sales or rental! Takes up just 


4 sq. ft. of floor space to display and demonstrate. 


the electric motor! Packed with selling 
Sales helps available 


has mass-appeal for home-handymen and 


OF; 


CEMENT MIXER, designed to retail for under $50.00, 


including 


For the first time—a PORTABLE, 
features; 


write to DEPT. HA-l today! 
anc. | 2323 Ellis Avenue 


contractors. 


« 


a, 


— 


oi 


@ BRICK LAYERS 


St. Pav! 14, Minnesota 





& Stratton engines. Western Tool & 


ae H A ys NE wee se Stamping Co. 
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and contour seat, The line also of- 
fers a riding reel mower with 30 in. | a“ | | Heavy-duty magnetic catch 
cut. Homko’s Poweramic line for | 
1959 includes six rotary mowers, 


This permanent, triple magnetic 
catch has a 35 lb pull. Designed for 


two riding mowers, Snow plow, two use on larger doors. closets, chests. 


ree] mowers, several sweepers, two- 
in-one edger-trimmers, motor 
“arm” unit for five attachments and 
flat top gas cans. All self-propelled 
units are powered by 4-cycle Briggs 


utility cabinets, louvre doors and 
shutters. Keeps warped, out-of-line 
doors firmly closed. Rustproof 
brass finish. Individual cellophane 
envelope is packed with one long 
strike and two short strikes, screws 


and easy installation instructions. 
Penn-Akron Corp., Hardware Div. 
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: Mirror finish garden hose 


A mirror finish plastic garden 

| “a IT’S A NATURAL canna near in 25 to he - 

oa engtns. Special processes make the 
16 oz. aerosol can. Free FOR IMPULSE 


attention-getting display holds 


3 com 4 BUYING! 


BULLS EYE” SPRAY SHELLAC! 


Has Scores of Uses—Customers buy it for many purposes .. . to touch up 

worn floor areas, thresholds, door. saddles and stair treads . . . seal knots, 

sappy streaks, plastered spots .. . protect articles around home. Ideal also 

for hobbyists, arts and craft. 

Backed by National Advertising —in AMERICAN Home and LIVING FOR 

YOUNG HOMEMAKERS and AMERICAN PAINTER & DECORATOR. 

Free How-to-do-it Folders —available for your consumer trade. 

High Profits—over 40% in dozen lots. 

Fast Turnover—has quick-and-easy appeal for both do-it-yourselfers and 

painters. 

Long Shelf Life—a minimum of two years. hose resistant to sun and exposure 
Sold Only Through paint and hardware stores. damage. Retains color fidelity and 
Call Your Bulls Eye Distributor or write us for his name. mirror finish indefinitely. Gering 
Products, Inc. 
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Also makers of B-I-N Primer Sealer®—Trimlac®—Bulls Eye Black Gloss® 


And, of course, 


ready-to-use ; 
Bulls Eye Shellac in Z IINSS: Offset design well cap 


wide-mouth cans. a Safe and sanitary seals are in- 


WM. ZINSSER & co. sured by this offset design well 
516 West 59th Street 319 .N. Western Ave. TI -urk 8950 well 1j 
New York, N. Y. Chicago 12, Illinois cap. “ _ — i a 
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SQUARE ” _ 
ROTATING ®2.95 
SPRINKLER 


eee lotroducing 
eee 1 SCUAre 


lo wun F- tol lah dla-1 i Vaiol Ml lolale 


datingline RE materials rot ating sprinkle T° ’ 


° 


star of the ’59 line of big-profit 


Green Spot S$} 


Leading off the 59 line-up of GREEN SPOT sprink- also the handsome, new Pistol-Grip Nozzle, the new 
lers is a new rotating sprinkler that waters a square! *Y”’ Connector (to retail for only 60¢ ), the new Shut- 
Retailing at only $2.95, this amazing GREEN SPOT Off Valve (retail, 98¢) and the many other profitable 
sprinkler waters squares from 2’ x 2’ up to 35’ x 35’ sprinklers, nozzles and hose repair items in the °59 
and operates on water pressures from very low to GREEN SPOT line. Ask him now! 

high. It has anodized aluminum fins, a brass spray The GREEN SPOT line is also available in 
head and a tough “HIGH-IMPACT” base. It’s a 


sensational buy ... a big-profit item. 


Canada 
at slightly higher prices. 


Ask your wholesaler or Scovill salesman about this 
new square Sprinkler, about the new Push-Button 
Oscillating Sprinkler, and the rotating and impulse- 
type sprinklers. ‘To retail from $2.95 to $9.95. See 
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WHAT'S NEW 





inates the use of elbows, tees and 
nipples on offset installations. Body 
and packing gland are of heavy 
cast gray iron, prime plug is brass, 
packing is a blend of flax fibre and 
jute. Cap-screws are rust proof. 
Will fit any pump with 144% in. suc- 
tion and 1 in. pressure connections. 
When used with HV-15 and HV-20 
pumps, well cap may be bolted di- 
rectly to pump case allowing pump 




















No. 1750 PROFIT-PAK 





WRIGHT-BERNET, INC. 
1524 Bender Ave., HAMILTON, OHIO 


to be installed close to well. Decatur 
Pump Co. 
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Slip-proof joint plier 

Service men and mechanics will 
welcome this slip-proof tongue-and- 
groove joint plier for heavy-duty 
work. Slippage is prevented by five 
interlocking channels which pro- 


| a for Every Pp urpose 


Stocked by Leading Jobbers Everywhere! 


FOR SPRING—BE SURE TO SEE- 
the No.1750 PROFIT-PAK 


The No. 1750 provides a complete selection of 


Household Cleaning Brushes. 
Furnished with an attractive Pegboard Rack. 


Can be displayed vertically or horizontally. 


12 Different Popular Styles 


vide gripping power with the Chan- 
nellock 430 Big Champ plier. This 
joint plier has a 2 in. parallel jaw 
capacity. Compact design makes 
this tool easy to handle. Joint plier 
is packaged in a colorful display 
carton. Champion DeArment Tool 
Co. 
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Handy concrete patcher kit 


Your home owner traffic can be 
encouraged to make interior and 
exterior repairs with this easy-to- 
patcher. Priming, 
chipping, roughening or keying of 
old surfaces is eliminated due to 
Lex-Crete’s super adhesion quality. 
Lex-Crete can be troweled as thin 
as 1/16 in. or as thick as an inch 
or more. Can be used on concrete, 
Resists 
rock salt, water, oil, alkalis and 
most Small, medium and 
large portable kits contain mois- 
ture-proof plastic bag of cement 
and a non-drip can of liquid rubber 
latex. Rutland Fire Clay Co. 

For more data circle No. 48 on postcard, p. 101 
(Resume reading on page 16) 


use concrete 


stone, brick or masonry. 


acids. 





DON’T FORGET — 


if it's Brushes !/-""Wright-Bernet”’ 
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Why Stanley’s new H75 Sabre Saw 


is easier to sell than any other 


Looks Better—modern, functional de- 
sign selected over others by builders 
and amateurs in special test. 

Feels Better—perfect balance, solid 
feel tells your customer this is the 
sturdiest sabre saw he can buy. 
Works Better—exclusive %-inch stroke 
(3300 per min.) and heavy-duty motor 
assure faster, smoother cutting. 


Profitable Blade Packs, Too! Sell 
Stanley's wide assortment for nearly 
any cutting job—plastics, veneers, lami- 
nates, metal, 2” wood, flush cutting. 


Good reasons to order your H75s 
now. Phone your wholesaler or write: 
Stanley Electric Tools, 381 Myrtle St., 


New Britain, Connecticut. 


TO BE 


ADVERTISED 
IN 


THE SAT. EVE. POST 
POPULAR MECHANICS 
POPULAR SCIENCE 
PRACTICAL BUILDER 


STRIKING 
DISPLAY 
=| CARTON 


A real stopper for your window or 
counter. Sets off tool, plays up features. 


Mea our SE (50 


H775 KIT—$69.95 


Includes saw, 8 blades and ripping 
guide in sturdy metol carrying case. 


SELL STANLEY ELECTRIC TOOLS— Zhe Complete Line with New Design 





Brand new router with a light. 
Heavy-duty, % & 1% HP. 


Most advanced router made! 


New builders kit with % HP 
router, plane attachment, tem- 
plets, etc., in case—$166.50. 


AMERICA 

















BUILDS BETTER AND 


Stanley’s orbital sander 
built for the pro, priced for 
the handyman—only $54.95. 


LIVES BETTER 








Powerful belt sander rough 
sands and finishes wood 
or metal. List: only $89.95. 


WITH STANLEY 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works, New Britain, Conn. — hand tools « electric 
tools @ builders hardware e industrial hardware « drapery hardware ¢ automatic door corttrols « aluminum windows « stampings 
© springs © coatings « strip steel « steel strapping — made in 24 plants in the United States, Canada, England and Germany. 


STANLEY 
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TO HELP YOU SELL 


New Displays and Other 
CASH IN NOW! Dealer Sales Helps 


GIAN i (Continued from page 16) 


Novelty varnish package 

This is the package for Illbronze 
Heirloom Colonial varnish which 
converts into a Williamsburg-style 


re 3 ote dollhouse. Package is part of an 
a introductory offer of a 16-0z spray 
_ <i can of varnish free with purchase 


Rew : a. -e \ of a one-gallon can for brush-on 
BMY) \\ application. The premium grade 
; b ANN 5 fe. \S ee varnish is available in satin hand- 


the NEW cutter + 88 Assortment 


Check your stock and re-order This self-service sales magnet is loaded with popu- 

—_— lo lar, wanted tools—screwdrivers, pliers, files, ham- 
today. Bare spots lose “~, chisels . . . etc. each in a strong ‘‘see-thru'' 
; Sn fn vinyl! pouch . . . high-profit items at 88¢ retail! 
sales: Ask your jobber for GET this fast-moving assortment . . . KEEP it 
other famous Fuller brimful, and just watch ‘em go! 


ORDER or RE-ORDER TODAY! 


self-service money-makers. 


(} 
World's Largest 
}| FULLER| TO o t c O., IN C. Producer of Unbreakable 


3522 Webster Avenue, New York 67 Amber Handle Tools 


[ 


— 





rubbed and high-gloss finishes. Re- 
tails at $7.50 per gallon and $1.69 
for 16-02 aerosol Can. Illinois 
Bronze Powder Co. 
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Power accessory catalogs 











Two catalogs on Supreme brand 
chucks; Supreme screw driver at- 
tachments; Supreme Versamatic, 





reversible speed reduction unit for 
portable drills and; Supreme Ver- 
samate, non-reversible speed _ re- 


@ The addition 
of this 30 lb. capacity 
hanger to the Moore line ducer have been issued. One is a 
provides me weg encs - iad 4-page, l1lxll-in. folder suitable 
ernie see nrg for inclusion in wholesalers’ cata- 
Known as No. 26, it is pack- logs. The other is an 8’2x11-1n., 
aged the same as other Moore 8-page book on the same items. 
hangers in colorful Picture Win- Z se Supreme Products Corp. 
dow Packets (4 # 26'sto packet). The Moore 720-8 For more data circle No. 50 on postcard, p. 101 
Like them it sells fast, and with i Counter éispley 
less effort. <i Marine rope display rack 


Your jobber can supply you. Aes mm yet measures only You need 
103,” high with 9 
diameter base All 


metal. Revolves. | thetic marine ropes. Only 24 in. 

— | high, the rack holds the fastest sell- 
ing rope sizes, quantities and types 

IVI O O R -] i U S Hi - P I N C O . which can be refilled from open 


SINCE 1900...MAKERS OF FAMOUS MOORE PUSH-PINS | stock. These 100 percent poly- 


113-25 BERKLEY Sf. PHILA. 44. PA. | ethylene braided yellow ropes and 


| 100 percent nylon braided ropes and 























less than one square 
foot of space to display these syn- 
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NEW 
“EXPERT” SOLDERING KIT 


only Weller features DUAL HEAT 


Saves time, adds convenience and greatly increases tip life. Trigger- 
matic control switches instantly to low (90 watt) or high (125 watt) 
heat as the job requires. 


only Weller has a HIGH EFFICIENCY TIP 


Utilizes the advantages of copper for superior heat transfer, plus 
iron-plating for durability and long life. Flat cross-section design 
adds strength and rigidity. 


only Weller has such COMPACT DESIGN 


The compact ‘“‘feel’”’ and comfortable balance aid precision soldering. 
And the housing in new, modern design is extremely rugged. 


e New Dual Heat gun also features e Kit also includes all-purpose 
instant heat and prefocused Solder, Cleaning Brush and Sol- 
spotlight. Guaranteed for 1 year. dering Aid. 


Nationally Advertised in 

Jers | Plus 
eaders | 

| kre Digest 95 


Sunday 
NewSpapers 


Weller will pre-sell new Dual Heat soldering 
kits right in your area. Be sure you're ready 
to supply your dealers. 


Stock up now! Write for catalog bulletin and price schedule... 


WELLER ELECTRIC CORP., 601 Stone's Crossing Road, Easton, Pa. 
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Fal 


..o McGILL 
MOUSE TRAPS 


and RAT 


"Snap up" unit sales with the "Can't Miss", 
attractive, self-service 2-PAC. This con- 
venient, eye-appealing, buy-appealing, pre- 
priced two for fifteen cents, transparent 
package is a proven traffic stopper. Easy 
and dependable, four-way trigger action 
builds customer satisfaction. 


McGILL ALSTEEL 2-PAC 


These attractive, nickel- 
plated, Alsteel 2-PACS 
sell themselves. Easy 
and safe to set, sanitary 
ejection plus fast, de- 
pendable action fea- 
tures trap more sales. 


GEM TICKET PUNCHES 


A quality pressed steel 
nickel-plated punch with 
knurled handles at a 
popular low price. Avail- 
able with six assorted 
dies and three round 
dies. Pre-priced card 
attached. 


vache 


MARENGO ° 


METAL PRODUCTS 
COMPANY 
ILLINOIS 





TO HELP YOU SELL 





cables are used as starter 
mooring lines, halyards, 
and barrier cords. John H. Graham 
& Co. 
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Paint roller display unit 
The Master 
board shows all types of rollers, 


handles and trays for professional 
and maintenance painters. This 
two-sided board rests on metal legs 
and has gold background with 
clear, black type legends. Board 
shows rollers, trays, covers and 
rollers with their purpose, name, 
size and price. E Z Paintr Corp. 
For more data circle No. 52 on postcard, p. 101 


Bulletin on paint sprayer 

Here’s a bulletin describing the 
Pressure Queen deluxe portable 
paint sprayer and its 4-cylinder 
compressor. Included is model in- 
formation, construction § specifica- 
tions and performance data on the 
4 and *4 hp electric and 2 hp gas 
models. Campbell-Hausfeld Co. 
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cords, 
lifelines, 


Decorator roller 


Garden supplies display rack 
Garden hoses and flexible sprin- 
klers can be displayed in this 
mobile unit to stimulate impulse 
sales. Less than 5 sq ft of floor 
Available for $10 
for five cartons of Sup- 


space is needed. 
with order 


r 


plex products. Supplex Co., Div. 
Amerace Corp. 
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Fishing lure merchandiser 

A free lure counter display is 
offered to dealers who buy an as- 
sortment of three dozen top-selling 
lures at regular prices. Many of 
the popular spinning lures in the 
line are offered on bubble pack 
cards. Airex lures are also offered 


mounted 12 on a colorful display 
card. Airex Corp., Div. Lionel Corp. 
For more data circle No. 55 on postcard, p. 101 


Farm chain item booklet 


A number of chains and attach- 
ments designed for use on and 
around the farm are illustrated and 
listed in this bulletin. Items such 
as cow chains, horse chains, gen- 
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eral use chains and attachments, 
Weed tractor chains, ete., are de- 
scribed. American Chain & Cable 
Co., Ine. 

For more data circle No. 56 on postcard, p. 101 


Catalog on masonry drills 

An indexed catalog describing the 
full line of Diamond masonry and 
hollow wall fasteners, pole line 
hardware and masonry drills is 
available to dealers. The 40-page, 
pocket-size booklet covers specifica- 
tions, packaging and dealer prices. 
Printed in two colors, the booklet 
illustrates installation hints for the 
latest additions to the line. Dia- 
mond Expansion Bolt Co. 
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Garden tool merchandiser 
This compact display is a com- 
plete garden tool department re- 


KEEP 


STOCK TURNOVER HIGH 
WITH THIS SHELF 


HARDWARE 


THE COMBINED 
NORTH & JUDD 
WILCOX-CRITTENDEN LINE 


Throughout the trade, the North & Judd — Wilcox- 
Crittenden Line of Industrial and Shelf Hardware has 
earned a reputation for being fast-moving. No shelf- 
warmers, no dead items, no items that “bounce”. This 


line helps to keep the average level of stock turnover 
high... profitable . . . attractive. 


Other advantages offered by the North & Judd—Wilcox- 
Crittenden Line include... 

1. two widely-accepted brand names 

2. a wide range of types and sizes 

3. high product values 

4. quality materials, craftsmanship and finishes 
5. sold through hardware wholesalers 

6. attractive packaging 

7. prompt service... fast delivery 


wo woe emcee 


| 
‘ 
. 7 
cs 
a 
~ | 


- 
— as 


= oer 
es i, 
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By doing business with North & Judd, you always know 
where you stand. You can understand and profit by its 
distribution policy. You can depend upon the quality of 
its merchandise and the full cooperation of both whole- 
saler and manufacturer. Ask your Wholesaler to show 
you how concentrating on the North & Judd line will 
pay off in several ways. 


quiring only 34%, x 1% ft of floor 
space. The display wheels easily. 
The Wiss garden tool merchandiser 
is free with purchase of 56 tools of 
23 different items. Retails for 
$204.47. J. Wiss & Sons Co. 
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Power tool self-sell cartons 


Shopmate power tools are now 
easy to identify in this new family 





~ NORTH|2JUDD 
| Manufacturing Company 


New York ¢ Boston « Philadelphia « Atianta « Buffalo 
aa ; Detroit * Chicago * Minneapolis ¢ St.Louis ¢ Dallas 
| New Britain Connecticut Los Angeles * SanFrancisco « Seattle « Jackson(Miss.) 
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NOW... FASTEST SELLING 
IN HARDWARE STORES 


UNIVERSAL 


Glass Fiber é 
EVAPORATOR a 
PLATES 


for All 
Humidifiers 


12 PACKAGES in a 
SELF DISPLAY CARTON 
that helps you sell! 


5 Evaporator Plates per Package 
Suggested Retail $2.25 


e A Repeat Item 
e Free Window Banners 


GET IN ON THIS 
PROFITABLE BUSINESS 


Humidifier plates require replacement 


at least once Lone, “Ereang. 
feature, sell Universal Plates and get 
your share of this profitable business. 


UNBREAKABLE! 


MORE POROUS-— 
Picks up and 
evaporates more water, 
lasts longer 


FITS EVERY PLATE TYPE HUMIDIFIER 
WHOLESALERS 








MR. HARDWARE DEALER: 





and Distributors. 
Inquiries 
Invited. 


A 1 T 0 . f L 0 CORP. 12085 Dixie St, ‘Detroit 39, Mich. 


Universal Evaporator Plates are sold 





Vitalized”’! 


Alloy is not just another steel wool. Everything 
about it is new—new “bounce’’, strength, dura- 
bility. Less shredding and fall-out. Made in the 
most modern plant on the most modern equipment 
in its field. And, just as important to you, a new 
profit opportunity. Wholesalers—write for details. 


Pads «+ Bulk Tubes « Floor Pads «+ Continuous Ribbon Rolls 


ALLOY METAL WOOL PRODUCTS CORPORATION 


10750 Capital Avenue + Oak Park 37, Michigan 


Growing in 


Popularity 


“Only a Cocoa Mat 
really cleans” 


oes 


al 
» 
? 
a 
’ ode, - 
+ yy} A 
am, * 
23 > : 


COCOA MATS 


More and more homemakers are discovering that MAT-A- 

DOOR Cocoa Mats placed at doorways keep dirt, muddy 

water, ice, sleet mn gra off rugs, carpets and flooring. 

“The growing popularity of MAT-A-DOOR Cocoa Mats 

means more profits for you the dealer and less work for 

the homemaker.” 

MAT-A-DOOR For faster, convenient 

self-service and self- 

selling each MAT-A- 

dig DOOR is packed in a 

transparent, protect- 
ing plastic bag. 


MEAKINS McKINNON, INC. 


378 Niagara Street Lockport, New York 
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TO HELP YOU SELL 


of cartons. A line drawing of the 
tool contained is on the outside of 
each carton. The most important 
selling features of each tool are 
also listed on its carton. This gives 
complete identification without 
touching the package. The self- 
selling packages are highly visible 
from any part of the store. Porta- 
ble Electric Tools, Inc. 
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Carded 6 ft maple rules 


These carded 6 ft rules save space 
and are easy to sell. Rules may be 
hung on perforated panel board, 
kept in stock bins or sold right 














from display box. Made of the finest 
hard maple with rugged long last- 
ing joints. Durall Tool Corp. 
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Paint supplies merchandiser 


Only 3 sq ft of floor space is 
needed to display this selection of 
roller frames, covers and trays. The 
Wooster permanent floor merchan- 
diser has a complete information 
panel to help customers or clerks 


| 


select the right cover for each job. | 


Sturdy, all metal construction unit. 
Furnished free to dealers with the 
purchase of regular merchandise. 


Wooster Brush Co. 
For more data circle No. 61 on postcard, p. 101 


Logging, edging tool catalog 

Users of logging and edge tools 
are offered a deluxe eight-page 
product catalog. The four-color 
booklet describes American’s com- 
plete line of axes, scythes, bush 
hooks, brush hooks, corn knives, 
corn hooks, asparagus cutters, weed 
cutters, grass whips and grass 
hooks. American Logging Tool 
Corp. Div., Broderick & Bascom 
Rope Co. 
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Stainlessware display sets 
Combination displays for One- 

ida’s heavily-advertised solid stain- 

less lines are available free to deal- 


ers with an order of a minimum | 


assortment of one of the three 
lines. The colorful displays are of 
Masonite on a wooden frame. Only 
24 x 17 x 19 in. of counter space is 
needed. Price cards are _ inter- 


changeable so that one display can | 


be used for all three lines or three 
displays can be grouped to set up a 
complete stainless department. The 


display may be purchased for $9. 
Stainless Div., Oneida Silversmiths. 
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Portable lighting department 
Dealers can buy a complete port- 
able lighting department designed 
to stimulate impulse sales. The as- 
sortment of proven fast sellers in- 
cludes most popular types and sizes 
of flashlights, lanterns and bat- 














Cet New 
Sales Record 


Fast turnover 
with the home repair 
eo} melee louamdal-tamad. 4-1 
eo} g-Coadior-tihvam-tabadaliare 


Plastic 
Creel 


as easy to use as 
‘aalocel-ilalemelt-\y 


NEW HANDY HOME KIT $.98 


also available In $1.89 and 
$3.95 retail packages. 


FREE displays and 
sales aids available 


"PLASTIC STEEL is the reg. trade 
mark for Devcon Corporation's 
metallic molding and filling compound 


ORDER FROM YOUR 
WHOLESALER OR WRITE 


DEVCON CORPORATION 


~ 5010 —talelioteli m-iia-1-1| 
Danvers, Mass. 

















You make more 

money in 
“Housewares” 

with 

Bassick Casters 

on display 


Store displays or Bassick counter 
displays (ask your jobber for 
HD-10) urge customers to try, and 
to buy casters and glides. Broad line, 
Bassick quality assures satisfied 
customers. THE BASSICK COMPANY 
Bridgeport 5, Conn. In Canada: 
Belleville, Ont. 








TO HELP YOU SELL 





teries. The merchandiser is a 
sturdy wood and metal, permanent- 
type store fixture requiring an area 
37 x 22 x 36 in. Dealers receive 
free $76.80 worth of 2LP flashlight 
batteries with purchase of M103 
for $275.93 including the merchan- 
diser at $69.50. A 30 percent profit 
is offered. Ray-O-Vac Co. 
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Children's gym catalog 


The Channel Master Play Gym 
line for 1959 is illustrated in full 
color in this catalog. The 1959 line 
offers new safety, fun and mer- 
chandising features. There are 12 
Play Gym models from the basic 
price leaders to an elaborate 13- 
play, 114% ft long model. There are 
also four free-standing slides avail- 
able as individual units. Play Gym 
features include: a new glider, 
high carbon steel construction, D- 
rail glider poles and glider seat 
supports, and rounded swing and 
glider seats with edges rolled un- 


der. Channel Master Corp. 
For more data circle No. 65 on postcard, p. 101 


Mounted wheel bulletin 


Here’s a two-color bulletin de- 
scribing mounted wheels. _ All 
mounted wheel illustrations are 
full size, shown with exact dimen- 
sions and prices. Eighty-six stand- 
ard shapes are depicted. Chicago 
Wheel and Mfg. Co. 
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Free envelope stuffers 


Here’s a two-color, illustrated en- 
velope stuffer describing various 


sizes, forms and uses of Dragon 
Skin steel sandpaper. A three line 
imprint of dealer name and address 
on the front cover of the folder is 
available free in reasonable quan- 
tities. The stuffer pictures the ways 
in which the steel product can be 
used. Red Devil Tools. 


For more data circle No. 67 on postcard, p. 101 





NEW EQUIPMENT 


New cost saving equipment 
for the store and warehouse 





Steel merchandising unit 
Here’s a unit designed to display 
hard or soft line merchandise. It 
features all-steel, non-rack con- 
struction and has _ heavy-duty, 
double slotted uprights to accom- 
modate %4,-in. perforated panels. 
The unit can be used as a single 
8-ft display, or extended in 48-in. 
ei, 


coal 


sections to any desired lengths. It 
is also offered as a complete mer- 
chandiser in 12, 16, 20 and 24-ft 
units. Reflector Hardware Corp. 

For more data circle No. 68 on postcard, p. 101 


Colorant machine for rent 

-aint departments can show 
higher profits from the use of an 
electrically operated paint blending 
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machine offered at a low monthly TELL YOUR WHOLESALER YOU WANT THEM 


rental fee. This machine operates 
with a single setting dial control. 


More than 500 popular shades can WRIGHT NOW HAS FOR 

be produced. An eye-catching illu- 

minated translucent window on the YO iu q 
machine’s face displays a constantly » 


changing rainbow of colors. Traffic- 
attracting color charts and displays WRIGHTLINE NETTING — Reverse twist poultry netting — rein- 
accompany the machine. Sapolin forcing wires, too. 

Paints, Inc. WRIGHT HEAVY NETTING — Full twist. 

Per mace Cote enete He, 60 em gestenes, Bo WRIGHT HARDWARE CLOTH — Woven, flat wire selvage and loop 
selvage. 


Air-powered hoist line WRIGHT WELDED FABRIC — Smooth edge. 
The Yale air hoist line is being WRIGHT INSECT SCREENING — Aluminum, galvanized and bronze. 
introduced in link chain and roller WRIGHT INDUSTRIAL WIRE CLOTH — All metals and grades. 


chain models of 1000 and 2000-lb WRIGHT WIRE STRAND /CLOTHESUNES / —Galvanized and 
capacity. Both hook and _ trolley 


type hoists are available. Hoists aluminum connected coils. 
measure 10% in. long and 5 in. WRIGHT SOLID LINES AND WIRE — Connected coils. 
in diameter. Rotary-vane motors WRIGHT FLOWER BED BORDER — Built-in stakes and plain top. 


power these hoists. With the hoist WRIGHT GUTTER GUARD — Keeps leaves out of house gutters. 
line, a full line of air hoisting 


accessories such as connectors, air 
filters, hose assemblies and couplers 
is offered. Yale Materials Handling 
Div., Yale & Towne Mfg. Co. 


For more data circle No. 70 on postcard, p. 101 





WHOLESALERS — Order these WRIGHT products 
now in mixed truckloads for spring sales. Prompt 
shipments. 24 hour service on fill-ins. 


G. F. WRIGHT STEEL & WIRE COMPANY 


WwW 
Industrial caster folder ORCESTER 3, MASSACHUSETTS 





Twenty-four different series of 
industrial truck casters are illus- THERE IS A DIFFERENCE IN CHAMOIS 


° . > i 2 ] ' ’ Ww) 
trated and described in a four-page _ r NUNSHINE every home and 
folder in color. Truck casters range we BA f RES. U.S. RAT. OFF 


2 factory isa prospect for.. 
. ; ; oe we, oe ' 
from light-duty casters with a 3- : i Trench Grocts 
in. wheel and 75-lb capacity to rae CHAMOIS SKIN TRI r co N 


FULL COD OllL TANNAGE 


super-heavy-duty casters with 10- oo = MADE IN USA 
_ : cua : eer, Ask Your Jobber for Our Double WH S r N O Z Z L t Ss 


in. wheel and 15,000-lb load capac- a =) Duty Chamois . . . Double Valve! 
. ; os ng ee “EASIER TO USE 
ity. Both swivel-plate and rigid- "LASTS LONGER 


waboanem aw : : .) ‘ waas ) tm 1 aees | 
plate casters are shown. Faultless HOYT & WORTHEN TANNING CORP. HAVERHILL, MASS. 
Caster Corp. 








For more data circle No. 71 on postcard, p. 101 





Bewildered ?? 





Sturdy outboard test tank _ thes sead.... 


With this sturdy tank, large WASHINGTON NEWS 
enough to test the highest power | AND VIEWS on page 
outboards with no splash-out, deal- | 10 of this issue. Here 
are accurate, authentic, 
easy-to-understand re- 


ers can increase sales with demon- 
strations. The 225 gal capacity 
tank has baffles accommodating 
both long and short shaft out- 0 — the ae a 
boards. These baffles prevent all pies opments a eeeeae i Over 30,000,000 residential and 
splash-out and cavitation. All sizes ton affecting hardware industrial water users will find 
— ; oe : this easy-to-operate t le 
of outboards can be handled in the dealers. This helpful the ‘feet ais ia eo 
f ° » } y job! 

40 x 58 x 49 in. tank. Fill and eature in each issue 
drain outlets are on both sides. is another reason why 
Comes with a convenient tool shelf HARDWARE AGE is w bubble package 
and 10 in. exhaust outlet. Stolper the No. 1 choice of hard- ee 

| SOLD BY LEADING WHOLESALERS 
Steel Products Corp. ware dealers through- Write now for catalog sheet and price list! 


For more data circle No. 72 on postcard, p. 101 out the nation. MOLDED SPECIALTIES. INC. 


MAKE MORE PROFITS WITH THE FAMOUS 
TRI-CON HOSE NOZZLE IN THE 





(Resume reading on page 17) 
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How’s the Hardware Business? 





Sunbeam testing distributor consignment plan 
for marketing its appliances on the West Coast 


Sunbeam Corp. is testing a new 
consignment method for distribut- 
ing its portable electric appliances 
on the West Coast. 

Under the new method, Sunbeam 
appliances will be handled only by 
selected distributors who will be- 
come “distributor agents.” 

Appliances will be sold through 
these agents to dealers, The ap- 
pliances will be shipped to the dis- 
tributors on a consignment basis. 
The first sale wil] be in effect from 
Sunbeam to the dealer. Distributor 
agents will know specifically which 
dealers they will serve. 


Contracts for selected dealers 

As a second phase of the new 
program, Sunbeam will offer a 
“dealer contract” to selected deal- 
ers. Sunbeam will select dealers 
who will market their appliances 
aggressively. The dealer contract 
offered to those selected requires 
display, advertising and 
tional participation. 

While the contract dealers will 
be the core of Sunbeam’s business, 
smaller dealers, whose aggregate 
volume is very important, will also 
be serviced. Sunbeam authorizes 
the distributor agent to serve deal- 
ers whose volume does not exceed 
three Sunbeam appliances a month 
without a contract. These dealers 
may later become contract dealers 
if their volume goes up. 


promo- 


Advertising and the FTC 


A cooperative advertising ser- 
vice plan will give promotional al- 
lowances for ads in local news- 
papers, television and radio. 

In a policy statement Sunbeam 
announced that it would refuse to 
sell the consigned products to deal- 
ers who advertise off-premises at 
bait prices. 

C. C. Mendler, Sunbeam’s appli- 
ance sales vice-president, said that 
bait advertising inevitably causes 
the consumer to believe that all 


122 


items offered by the advertiser are 
similarly bargain priced. “Such 
deception of the public gives un- 
fair advantage to the bait adver- 
tiser,” he said. Sunbeam’s policy 
involves no resale price mainte- 
nance, but neither does it lend its 
corporate and product good will to 
the practice of off-premises bait 
advertising. 

The Sunbeam Consignment Dis- 
tribution Plan is being tested in 
California, Oregon, and Washing- 
ton. It is an attempt to maintain 
the traditional channels of distri- 
bution used in the hardware trade, 
and at the same time to fight un- 
fair advertising practices recently 
condemned by the Federal Trade 
Commission. 


New construction tops 
1957 in November surge 


The Labor and Commerce Depts. 
report that new construction of all 
types in November topped last No- 
vember by $200 million, and that 
less-than-seasonal reductions from 
October’s high were evident. 

The November figure was $4.4 
billion, compared with $4.2 billion 
last year. The November figure is 
down $300 million from the Octo- 
ber, 1958, figure of $4.7. But this 
decline is less than seasonally nor- 
mal. 

Total construction for 11 months 
is set at $45 billion, up $700 million 
from last year. Sharpest gains are 
in housing and non-residential con- 
struction. Industrial building is 
down. 


Business failures dip 


Business failures in the week 
ended Dec. 11 totaled 267, accord- 
ing to Dun & Bradstreet, Inc. This 
compares with 294 in the preceding 
week and 269 in the same week of 
1957. 


Retailers see 8% gain 
in first third of year 


A sales gain of about 8 per cent 
for the first four months of 1959 
has been predicted by some 650 de- 
partment and specialty stores, ac- 
cording to the Wall Street Journal. 

The stores, in answer to a sur- 
vey, said that an early Easter 
(March 29) would boost March 
sales. For the hardware trade this 
means that many late March sales 
may now be deferred until early 
April, while family budgets concen- 
trate on clothes. 

About 40 per cent of stores re- 
sponding to the survey said that 
they planned to boost spring orders 
above last year. In the same period 
last year, only 4 per cent planned to 
boost orders, 

Many stores said they planned to 
promote hardgoods earlier, in view 
of the earlier Easter date. 


Census of manufactures 


to be taken this month 

Manufacturing companies will 
receive a confidential government 
report form to fill out this month. 

The form, which averages 6 
pages, is for the 1958 Census of 
Manufactures. 

The census will tell the U.S. De- 
partment of Commerce what's 
been happening in more than 450 
different manufacturing indust- 
ries during the last 4 years. 

Such questions as, what were 
your capital expenditures in 1958, 
what were your materials costs, 
fuel and electric bills, inventories 
and payrolls, will be asked. Fig- 
ures will be for the calendar year 
of 1958. 

Forms are to be returned within 
30 days. 


instalment debt rises 
higher in 4th quarter 


Instalment debt rose in October, 
proving predictions that’ there 
would be increases in the 4th quar- 
ter, and showing further weaken- 
ing of the recession. 

The Federal Reserve Board re- 
ports a seasonally adjusted increase 
of $31 million for October, only the 
third month of the year in which 
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N EWS! A Great 


Sales-pulling Name 


Neweat, Surat Way to... —_ 


Sell boat hardware... 
profit big from the booming boat market! 


Figure it out for yourself! Boat owners .are everywhere! 
Not only shore, river and lake areas but inland city areas, 
too, where boats are trailer-hauled. And here's your chance 
to sell the growing number of them in your area just what 
they want! The 14 basic, most popular marine hardware 
items by Presto — world’s largest manufacturer of custom- 
quality specialty hardware. All are top-quality products... 
oF V7Allal-ore| 3-1) °4 01-10 Ma -1 10) 810] 00)'20 ©] 101-10 Malem 11M 1¢-aml gal-lel- 
of cast bronze with an eye-catching, sea-resistant, triple- 
coated chrome-plated finish. Individually packaged with 
ol d=) an n=) 000 | LJ) Pn OL) ©)- 14-10) Ol od 0-1) CO ot- (OM COME -Jalal-lalel= 
yt |) 0] -t-] BO] ae [1 amr- Lalo mm olde) ah am celer-)\h 


“BOAT = 


HAN CENTER 


~~ 


M-400 INTRODUCTORY DEAL! 


List Price $138.90 
Your Cost 83.34 


YOUR PROFIT $55.56 


PRESTO 


MARINE HARDWARE 


Se 


Tree MARINERS crore «e 


Write today to Len Harris for full information. 


Presto Marine Products Division, Presto Lock wg gl FREE Self Service Display Unit 


Main Office and Plant: 100 Outwater Lane, Garfield, N. 
Direct New York Wire, CHickering 4-0043 Keep track of complete inventory at a glance 
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Sales-making [ PUSSKD. : 


ov Oo Round 


DISPLAY RACK 





FREER 


ne! CHARS 


World's 


iT 
TS 


© feet CEC) COAe £4 CO (iB wei AMD O 











Every 
Product 
Handy! 


“RACK SIZE: 
Only 13” Wide — 


| MECHANICS | 


FEATURING 5 FIX-IT PRODUCTS 


© 12SPA-1 DURO PLASTIC ALUMINUM (5'/, 07. tubes) 
© 6PR-1 DURO PLASTIC RUBBER (Black) 

© 6PP-1 DURO PLASTIC PORCELAIN 

© 4 WPR-1 DURO PLASTIC RUBBER (White) 

© 4(S-1 DURO EPOXE CHEMSTEEL 

© 4HA-7 DURO PLASTIC handy-patch 


Retail Value of Special Rack . 5.00 
, Your Dealer Cost Only $21.60 


(Rack & merchandise shipped complete in 1 carton) 


ORDER from Your Jobber TODAY! 


a. 
Retail Value of Merchandise ..... $36.00 
| 


THE 


WOODHILL 
CHEMICAL COMPANY 


1390 E, 34th St. * Cleveland 14, Ohio 


**Originators and World's Larges? 
Manvfacturers of Plastic Aluminum'' 





debt did not decrease. Recessions 
are usually marked by declining in- 
stalment debt. 

The October increase is doubly 
significant because it came in spite 
of a decline in loans, just 
prior to introduction of new models. 
Total instalment debt at the end of 
October was $33 billion, about 1% 
per cent below the same period last 
vear. 


auto 


Bills paid faster in 
3rd quarter than 2nd 

Dealers and wholesalers reflected 
a bounce-back in the economy by 
paying their bills more promptly 
in the third quarter than they did 
in the according to the 
Credit Research Foundation. 

Not all areas showed improve- 
ment, but in the main, accounts re- 
ceivable from dealers for Oct. 1 
were rated as 83.8 per cent current, 


second, 


ahead of the previous quarter and 
last vear at the same time. 

Wholesalers were rated at 88.4 
per cent current Oct. 1, also ahead 
of the previous quarter and the 
same period last vear. 


Hardware wholesalers’ 
sales up 6% in October 

October, normally the highest 
month for hardware wholesalers’ 
sales, found hardware wholesalers’ 
sales up $13 million or 6 per cent 
from September. 

The $216 million October volume 
was $1 million, less than 1 per cent, 
above October, 1957. 

Sales totals for the first 10 
months this year are 7 per cent be- 
low the same period in 1957. 

Inventories are down. End of the 
month inventories for October for 
hardware wholesalers are 8 per cent 
below the same months in 1957, and 
2 per cent below September. 


October retail sales 
up 2% from last year 
Total sales for retail stores in 
the United States during October 
were estimated at $17.4 billion by 
the Commerce Dept. 
That’s $934 million or 6 percent 





GET 
GOLD 
SEAL 
RUBBER TAPE 


easy handling ... instant fusing 


a 4 
oe - 
g 
= O 
> | 
= 0 

© 


—— 
6 


Here’s the tape for high voltage insula- 
tion! Easy to work with. Gold Seal 
Rubber Tape fuses together instantly, 
provides long-life insulation protec- 
tion. With its high dielectric strength 
and ability to conform to irregular 
shapes, Gold Seal makes a perfect 
insulating splice — and makes repeat 
sales! For faster turnover, for steady 
profits, ask your supplier for Gold 
Seal Rubber Tape made by Jenkins 
Bros., Rubber Division, 100 Park 
Avenue, New York 17. 


In 10-roll containers or 
single rolls. 


Each roll sealed in 
cellophane, stays fresh. 


Gold Seal Frictions RUBBER¢ Plastic Tapes 
Commercial and Specification Grades 


HARDWARE AGE, JANUARY 1, 1959 





. ew emerald sparkle , 
59uts more sell in 


LTRITE HOSE! 


Both styles avoilable 
in full ronge of sizes 


(C:leaming, jewel-like high gloss finishes 
catch the eye. Lightweight, easy-to- 
handle. All Biltrite Vinyl Garden Hose 
are so durable they are unconditionally For your many customers who demand 


guaranteed. Far exceed standards of the special qualities of rubber . 


the Society of the Plastics Industry, BILTRITE RUBBER HOSE 


Inc. and bear this seal issued by the BILTRITE 
U.S. Dept. of Commerce. All couplings Extremely durable live rubber, al SAROEN HOSE 
full-flow solid brass. Bright inforced with high tensile cord. 

heseiasll we Full range of sizes and colors. 
multi-colored packaging makes selling 


easier, too. 








New! BILTRITE BILTRITE TRIPLE-TUBE 
Nylon Reinforced Vinyl Garden Hose FLEXIBLE SPRINKLERS 


, ; ; Finest quality vinyl; gives wide, 
e Nylon tire cord reinforced 3 ply construction. gentle spray, olways lies flat, re- 


versible for soaking. Nickel-plated 
solid brass fittings. 


AMERICAN BILTRITE RUBBER COMPANY 
CHELSEA 50, MASS. 


e Superior burst resistance and greater dura- 
bility. 
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Set cheard the above September and $411 million 


DALTON or orang above nner’ 1957. FIRST TIME FEVER 


Sales for the hardware, lumber, 
GRAVY TRAIN! building and farm equipment group For the first time in hardware 


Here's the line that will add real STEAM to your ‘ Wi , , history, customers are asking for 
Spring promotions! Better design features with their were $1,381 million for October P a plunger by name—Toilaflex. 


greater utility, sturdier construction, competitive ate 4B 2 “2 
prices, attractive packaging ... It all adds up to That 5 $55 million Ol 4 percent 
more profits for you. And record sales reported by dis- 


tributors everywhere are your proof. Why delay? above September and $85 million or 


Order from your jobber today! 


Satisfied and gratified users plus 
our own national advertising, are 
7 percent above October last year. broadcasting the name and cre- 
MODEL D-600 ating an ever-growing demand. 


DALTON Apts JIG SAW A small stock of Toilaflex will en- 


able you to profit from these 


New, ready sales. 


Fast-Cutting ttn Better Business Bureau 


$79.99 issues chart on pricing Bae)| a AFLEX 


: ' Better Business Bureaus are dis- é 
Cc let _ poutill P . " ‘ = 

“ly pee. i tributing a new pricing chart to Toilet ALL-ANGLE Plunger 
. —— aid stores in keeping their com- 
oa. —_— parative price and value claims The Plunger They 


— , Ask for B 
Check These honest. sk for By Name 


Sales-Making “How to Advertise Comparative 
Features: 


, Iata ‘ , ° at 9 . 
®* New Square Reciprocating Shaft distributes pres- I rice and Savings Claims lists a 


sure evenly over twe surfaces of shaft as saw is fed 


into material being cut—prevents blade from twist- Summary of the recent Federal 

ee yO anaes with Meny-Duly Trade Commission’s “Guides 

if blade breaks, simply remove stub from shaft and || Against Deceptive Pricing” then 

inineminnenapanen, gives interpretations and exam- 
New SPEE-DEE Combination ples of proper use. 


TOOL : PARTS HOLDER The chart is to cut through con- 
For storing sma 


parts, ‘bolts, nuts, ‘| ile RA fusion and to help bring about a 
naiis, was 


Holds 7 hand tools. | . os uniform approach to applying the 
Contents of the 4 


jars always fully , More Guides nationally. 


. easily 
ingle copies of the chart, print- By the makers of 
yom 4 P Water Master tank balls. 


° a, on wall or i : 
Gertel ta Gitchen es epics cod ed on heavy 8% x 15 in. stock, may 


ad me nl lh pul ae be obtained free from the Associa- 


Takes minimum st 9 space, facilitates handling. : : 
Display on counter or in sietew tor ~o F turnever tion of Better Business Bureaus, 
‘impulse’ sales — . Y 

Suggested List Price, 98c (Higher on West Coast). 704 Chrysle1 Bldg., New York 17, 


Now! 4 nail holes on top New! Improved! N. Y. 
double the holding power, 


prevent separation of SPEE-DEE 
BRACKETS : 
with Exclusive Flansed |} Corning Glass raises 


Nail Holes for Quick 
Easy Disassembling 


Takes dressed or com. || Prices on Pyrex items 


mon 2x4 lumber. 





Corning Glass Works, Corning, 


' N. Y., has increased retail prices 
In Display 

Package 
Per Pair 


$1.79 
Slightly higher HARDWARE HUMOR 


on West Coast. 


DALTON 
Fully Mechanical PRODUCTS ARE PACKAGED 
Sawhorse Legs TO CATCH EYES 

ietahter” euarapnt AN. | | — 

Steel. Wide saddles AND CREATE SALES 


hold eressbar securely. 
on gh ~~ S Clotheslines Sash Cords Mason Line 


oem, Guanes 24” High $4 90 Starter Cords Jump Ropes Water Ski Ropes 
Safely with- Legs. Pr. HANKS: Venetian Blind, Traverse, Shade 


of 1500 Ibe. ion Oe $5.80 | Cords, Anchor Rope, Tow Lines, ete. 


Slightly higher on West Coast. S Enjoy added volume and extra profit with 

NOVA Products . . . our Sales Offices in all 
Other Profitable Dalton Products parts of the country. 

Dalton D-500 Portable Electric 7 Saw 


Dalton Fully-Mechanical Sawhorse Brackets 
New Spee-Dee Wall-Type Garden | NOVA | IVA 
Hose Hanger NOVA DIVISION OF 
Dalton Fold-A-Way i 






































Aluminum Ladder ‘That's the room where we store the 








DALTON MFG. CO. white elephants we can't sell because Vest Georgia Mills 


we have too much money in them to 


Inc. 
. ntr . . ‘7 
50 S. Contre! Ave av Saute 6, Oe. be able to afford a mark-down. Whitesburg, Georgia 
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Are you selling Toilet Seats just 
to turn over merchandise and 
trade dollars? Or do you want to 
sell a Seat on which you can make 
real profit? 


If you want profit, inquire about 
the new PURITAN Imperial 700! 

















of value for over 
65 years 


WEIGHMASTER ~ 
BATH SCALE 


UTILIT 


HANGING SCALES 


BALANCES POSTAL 


SCALES. 


a / 


SCALE 


Jobber 


HANSON SCALE CO. (Est. 1888) 
NORTHBROOK, ILLINOIS 
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on 11 Pyrex brand items. Several 
Pyrex component parts have also 
been raised in price due to in- 
creased packaging costs, the com- 
pany announced. 

Items affected by the price in- 
creases are six clear glass oven- 
ware pieces, three Range -top 
saucepans, a four bowl set, and a 
set of Pyrex brand dinnerware. 

Increases range from under 5 
per cent to over 12 per cent on 
some items. 


Leading economists beam 
when they speak of ‘59 


It figures that 210 out of 212 
leading economists can’t be wrong, 
at least not by much. And that’s 
the box-score of optimism result- 
ing from the 12th annual poll of 
economists surveyed by F. W. 
Dodge Corp. 

This 
marked increase in optimism over 
a poll taken at the same time in 
1958. All but two of 212 business 
specialists agreed that gross na- 
tional product will climb, next 
year, above its mid-1958 level. 

And 208 of the experts think in- 
dustrial production will follow 
suit. Gross national product is ex- 


year’s poll showed a 


pected to rise about 41% percent 
this quarter, to $460 billion. In- 
dustrial production is seen rising 
5 percent by December next year. 

The general optimism is tem- 
pered with cautions concerning 
certain soft spots: possible infla- 
tion and “runaway boom”; 
ble credit restrictions to taper off 
excessive recovery; rising wages; 
profit squeeze on and 
rising government deficits. 


possi- 


business; 


Shipments of builders’ 
hardware up 10 percent 

Builders’ hardware shipments in 
1957 are estimated at $340 million, 
reports the Commerce Dept. That's 
a 10 percent increase in dollar vol- 
ume over 1954, the last year figures 
were available. 

Plant receipts of metal for 1957 
shipments were 150,000 tons of car- 
bon steel, 25,000 tons of brass mill 
and foundry products, and 6,250 
tons of aluminum. 


More brass and aluminum was 
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Patent Pending 


New! "The 
EXTENSION LADDER 
with the STEPLADDER 
STEP!" Easier to 
work on, less tiring. 
These Wide-Tread 
Straight and Exten- 
sion ladders have 
reeded 2'/,"" step- 
rungs welded to 
1-Beam channel 
side-rails . . . inter- 
locking sections for 
safety and sliding 
ease. Equipped with 
rope, pulley and 


; specially-designed locks 


URE 
LUO 


World’s most complete 
metal ladder tine 


MAGNESIUM 
LADDERS 


Outlast outperform other ladders 
* So light a 40-ft. ladder can be easily 
handied by one man 

¢ Stronger than any other metal ladder, 
pound for pound 

* Precision engineered 

° Fireproof, rustproof, corrosion and shock 
resistant 

* Non-magnetic, non-smudging, non- 
sparking 

Write for full information, catalog and 
prices on complete metal ladder line, and 
other household products. 


HITE METAL ROLLING 
s STAMPING CORP. 


443 FOURTH AVENUE, NEW YORK 16, N. Y. 
Plants: Warsow, Ind., & Brooklyn, N. Y. 
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ELECTRIC 
GENERATING 


PLANTS 





GASOLINE 


ENGINES 





ELECTRIC 


PORTABLE 
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received for consumption in 1957 
than in 1954, but steel receipts were 
down 10 percent. The Commerce 
Dept. says these changes probably 
balance out to make outputs about 
equal in both years. 

With no great inventory changes, 
1957’s larger dollar volume may 
reflect higher costs rather than in- 
creased output. 

Ohio, Indiana, Illinois, Michigan, 
and Wisconsin are the main pro- 
duction centers for builders’ hard- 
ware. In this area 53 plants shipped 
58 percent of the value of all ship- 
ments in 1957. The New England 
region with 13 plants shipped 27 
percent of the total. The Pacific 
region with 22 plants shipped 16 
percent of all 1957 shipments. 


Builders’ plans for new 
home construction down 


The trend of builders’ plans for 
new home construction is slowing 
down. 

The Federal Housing ‘Adminis- 
tration polled its field offices on July 
1 and Oct. 1 to check local trends in 
the construction and sale of homes. 

The proportion of FHA offices re- 
porting more plans by builders for 
low-priced homes declined from 
three-fifths on July 1 to two-fifths 
Oct. 1. Low-priced homes are under 
$11,500. 

Reports of more plans by build- 
ers of moderate-priced homes, those 
priced between $11,500 and $17,900, 
dropped from three-fifths to one- 
third of the offices reporting. 

More plans for high-priced homes 
declined from one-fourth to one- 
sixth. 

Selling prices for new homes 
were rising at one-fifth of the of- 
fices in October. A year ago about 
one-third of the offices reported an 
uptrend in selling prices. 


Vinyl paint sales up 

Interior and exterior vinyl-based 
paints are showing great sales 
gains, according to National Starch 
Products, Inc. “Since 1955, sales of 
vinyl resins to paint manufactur- 
ers have shown an increase of 372 
percent. Vinyls now account for 
25-31 percent of the total latex 
market.” 


MOTHERS DAY 


her day of surprises 


Dealers offered kit for 
Mother's Day promotion 

Dealers who promote for Mother’s 
Day will be interested in a 22-piece 
display kit available from the Na- 
tional Committee on the Observ- 
ance of Mother’s Day, 129 W. 30 
St., New York 1, N. Y. 

Mother’s May 10. The 
committee estimates that gift sales 
for mothers will top $900 million, 
or $17 per family. 


Day is 


“Dealers who promote and dlis- 
play Mother’s Day gifts will re- 
cord big gains,” the com- 
mittee said. 


sales 


Screw pack for sales 
in minimum quantities 

Screws are packaged so they can 
be sold by dealers in minimum 
quantities, without counting, in 
transparent self identified packs by 
Delta American Screw & Mfg. Co., 
Cleveland. 

This is the Delta-Pak for 41 fast 
moving sizes of wood and tapping 
screws. Additional items are to be 
added. 

The Delta-Pak consists of a car- 
ton of 50 or 100 screws. The car- 
ton can be kept on the shelf, in 
drawers, on in bins. The dispens- 
ing carton is labeled with the size 
and type of screw, also a silhouette, 
and space for marking the retail 
price. 

Each carton contains transpar- 
ent Paks of screws. The smaller 
10 in a Pak, the 
larger size 5 to a Pak, so the pack 


size screws are 
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write for 1959 catalog H-59 


H. B. SHERMAN MANUFACTURING COMPANY 
BATTLE CREEK, MICHIGAN 


“PERFECT IMPULSE ITEM —-a nozzle in every price bracket 
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SMALL 


HARDWARE 


oR ITEMS 
jive you 3) () 


is within an 8 to 20¢ retail price 
range. 

The manufacturer 
time saved, 


points to the 
up to 75 percent, in 
handling screws which are pre- 
counted, pre-packed, and _ price 
marked so customers can _ serve 
themselves or sales clerks can 
quickly supply the wanted type of 
SCrews. 


Personal income level, 
product output is up 


Your customers had about as 
much income in October as they did 
in September, the U. S. Department 
of Commerce reports. 

Meanwhile gross national prod- 
uct is nearing the dollar value peak 
of last year, although not the phys- 


ical volume. Gross national product 
for the third quarter was at an an- 
nual rate of $439 billion, up $10 
billion from the second quarter. 
The report in personal income 
notes that wage and salary income 
in October were $34 billion below 
the annual rate for September. This 
was the result of work stoppages in 


EASY-T0-SELL 


Manufacturer asks its 


PROFITS 
customers for opinions 
CUP HOOKS | Pittsburgh Screw and Bolt Corp., 


| = 
1as asked its wholesalers and cus- 
One-Piece Durable to “How , k 
sizes (/" to Ye") in Nickel ' tomers: oW can we make present 
rass, each /pricing structures more consistent 
2 SED 4. HOOKS 





GRIES 
E-Z 


and | 


packed 100 to £ ' : ; 
a box. %"" size i pone practical ?”’ several durable goods manufactur- 


Soe pad. om | The company plans “a major ing industries. 

hpi ichange in the age-old, complicated Increases in 
| pric ing system in industrial fasten- etors during October 

rene HOOKS ers.” Letters asking for opinions the loss in payrolls. 
‘ have been sent to the trade. An analysis of the gross national 
bright teted Eebhes Dee - Final action will hinge on cus- product situation, given by the Of- 
in boxes of 50. 'tomer suggestions, the firm said, fice of Business Economics, indi- 
is two key changes are presently cates the bulk of the $20 billion 
'being considered: First, a decline in the third quarter, from 
price system to replace list-and- the peak third quarter of 1957 was 
discount pricing; second, freight in business investment and con- 
variables may be replaced by a de- sumer hard goods. These markets 
livered price which will be effective have been firmer since mid-1958 
| throughout the country. but still below pre-recession 
levels. 


income of propri- 
largely offset 


TEL 
«3 GOAT HOOKS 


Lacquered Brass, Nickel, 
Chrome or Bright Iridite 
Finish in boxes of 25 with 
2 flat head steel screws 
per hook. 


“WING NUTS 


Bright rustproof finish . . . 
4 popular sizes . . . boxed 
in an attractive counter 
display. Also available in 


net 


are 


Safe Padlock catalog 
uses decimal pricing 
The new catalog No. 22 of Safe 


Pioneer chain saw now 
lists for under $200 
Pioneer Saws, a Division of Out- 
board Marine Corp., Waukegan, 
, Ill., has reduced the list price of 
a tow. —— wre a —! and { a enc its Model RA chain saw from 
complete range of are Inisnes for 1ts severa ines. a en ra 
thread tees. ; Federal specifications are listed, ¥S19.09 bo HE FU.ES. —_s 
; ' The company says the new price 
and new labeling and packaging will aeset 0 qvewing consumer ée- 
ieee mand for a quality chain saw 
priced under $200. It is the second 
unit price reduction within the 
last 12 months. 


Padlock and 


easter, Pa.. 


Lan- 
features decimal pric- 


Hardware Co., 


Attractively finished and packed 

in a self-selling counter display 
assortment in 4 popular sizes. 
Also available in bulk or in 
boxes of 100 in all thread 
sizes. 


Covered in the catalog are: 
hundred items of “Safe” 
builders’ hardware, “Champion” 
spring hinges and shelf hardware, 
“Fraim” padlocks and night latches, 
and ‘‘Adams-Rite-Type” extruded 
surface bolts and sliding door hard- 
ware. 


sev- 
eral 


Water system shipments 

Factory shipments of domestic 
water systems amounted to 59,340 
units in October. That’s a 12 per- 
cent decrease over the 67,078 units 
shipped in September, the Dept. 
of Commerce reports. 

October shipments consisted of 
15,516 deep-well systems; 20,082 
shallow-well systems; 16,842 con- 
vertible jets; 6,900 submersible 
pump systems. 


Jobbers: Write now for prices and cata- 
log sheets on GRC's full line of money-making hard- 
ware items, including DRAPERY RINGS, SCREEN & 
WINDOW HARDWARE, DRAIN COCK KEYS. 

Dealers: See your jobber salesman for immediate 
delivery on these and other 
GRC hordware items. 


Mailbox price decline 
Southern Fabricators Corp., 
'Shreveport, La., has reduced the 
‘suggested retail price of its Orna- 
tal’s Empress model mailbox to 
| $6.75. Previous suggested retail 
price was $8.95. 





GRIES REPRODUCER CORP. 


World's foremost producer of small die castings 
161 Beechwood Avenue, New Rochelle, N. Y 
NEw Rochelle 3-8600 
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Only independent distributors and dealers sell 


Sui. 
TILLERS and RIDING MOWERS 


No chain store or discount house competition 
when you sell the Ariens line. Powerful national 
advertising and full color literature help make 
sales easier for you! 











. and so easy to sell to home gardeners! Tills 8” to 20” wide, 
has free-swinging depth bar, fingertip operating controls, 3 
h.p. engine. Eye-catching orange and white color stops traffic 

. dependable, easy tilling performance makes every satisfied 
customer a salesman for you! 


Thousands of users say there’s no tiller equal to 


Free-swinging 
depth bar 


FOR JUST EASY TILLING 





For Professional Gardeners 
NEW! For home or professional use Ariens MULTI-MATI( 


Only tiller made with 2-speed, 


> ' 4 
ARIENS Imperial RIDING MOWER Senet aE Se 


Kohler engine. Tills 16° wide 
All-season Insta Hitch attach- 
ments tor front or rear mounting 


Standard model aN allable 


Unequalled for perform- 
ance — dependability — easy 
handling! Powertul 41, 
h.p. Lauson or Clinton en- 
gine, 26” Flex-N-Float ro- TA20A with 9 h.p 
tary mower, tiptoe clutch and brake, fingertip oper- Wisconsin engine 
ating controls, automotive-type steering make the 20” tillage; TA28B with 
IMPERIAL so easy to handle. Optional 12-volt elec- 16.5 h.p. Wisconsin 
tric starting. Interchangeable 30” reel mower and ong ~ ae tillage 
bulldozer blade. Ruggedly built — competitively ep asa nie 
priced to sell for home or professional use! | tiie | 


For Heavy Duty Tilling . 
Ariens TRANS-A-MATIC 


‘Two powerful models 


powell turn around 


For full details, without obligation, of the Ariens profit-making 
dealer sales program, write: 
3 


COMPANY 127 CALUMET STREET 
BRILLION, WISCONSIN 
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MADE TO 
MEASURE 
to fit 

your 


marking 
needs 
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PICK A MASTER CRAFTSMAN 
FOR SPECIAL MARKERS, 100! 


For over a hundred years ‘American’ 
has specialized in tailor made crayons 
for countless processes and purposes. 


Our mint of experience allows us to de- 
velop prescription- made markers for 
every phase of materials handling, from 
raw material to finished products. 


Whether it's a product, part or tag 
you're marking—for identification, desig- 
nation or warehousing—Insist on ‘‘Amer- 


ican" and “Old Faithful" Quality! 
THE AMERICAN CRAYON COMPANY 
SANDUSKY OHIO NEW YORK 
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Promotions 











Mirro offers dealers 
5 spring promotions 

Dealers are being offered five 
special sales promotions for the 
first quarter of 1959 by Mirro Alu- 
minum Co., Manitowac, Wis. The 
promotions are: 

A $3.98 retail price on the reg- 
ular $5.25 Gold Band covered 
saucepan. 

The regular $18.95 Mirro-Matic 
chrome percolator is offered at 
$13.88. 

Six regular cookware items re- 
duced from various retails to 
$1.88: $2.50 covered pan, $2.45 egg 
poacher, $2.35 1 and 2 qt saucepan 
set, $2.45 bake and roast pan, 
$2.45 colander, and $2.95 whistling 
teakettle. 

The regular $12.95 14- piece 
Mirro Camp Set is $10.98, and the 
$9.95 value 12-piece Camp Set is 
$8.88 during the sale. 

Specially priced Valentine’s Day 
promotion items will include Cop- 
per-Tone mold sets, heart mold 
sets, and heart cake pan sets. 

These specials are designed to 
build traffic after the holiday sea- 
son. Display materials and ad mats 
are available to dealers. 


Homko offers dealers 
new demonstrator plan 


The Western Tool and Stamping 
Co., Des Moines, Iowa maker of 
Homko power mowers, is offering 
dealers a demonstrator plan to pro- 
mote 1959 mower sales. 

When five Homko mowers and one 
22 in. low-cost promotional rotary 
mower are ordered, one of the five 
mowers and the promotional mower 
are shipped freight pre-paid from 
the factory to the dealer. A special 
low “demonstrator” cost is given on 
the chosen Homko model. Each 
dealer gets two of these offers a 
vear, and each offer includes a sales 
aid kit for better displays. 

During the first offer dealers who 


Manufacturers’ New Merchandising Plans 





participate can enter their names in 
a drawing, in which the first prize 
is a 1959 Rambler station wagon. 
Twenty-nine other Homko prizes 
will be given away. 

A promotion similar to the dem- 
onstrator plan is in effect for 
Homko sweepers. 


American Thermos label 
promotes guarantees 

The “Triple Guarantee” protec- 
tion to customers covering break- 
age and heat and cold retention has 
been made a promotional device by 
American Thermos Products Co., 
Norwich, Conn. 

The guarantee, in effect since 
1907, is now outlined for customers 
to see on all Thermos products 
labels and counter cards. 


Century Products has 
promotional material 


Century Products, Inc., Cleve- 
land, Ohio is offering new adver- 
tising promotional material for 
Puritan toilet seats. 

Free cuts and ad mats range in 
size from small illustrations to com- 
plete newspaper ads. 

The ad illustrations are suitable 
for use in wholesaler catalogs as 
well as individual or cooperative 
dealer ads. 


Baker's dozen promotion 


A “Baker’s Dozen” promotion is 
offered by Hamilton Import Corp. 
on its Tre-Lock line of padlocks. 
One lock free will be included with 
orders for each dozen, placed with 
the company at its Housewares 
Show exhibit or received during 
Housewares Show week at its office, 
1382 Front St., New York 5, N. Y. 
The Tre-Lock line includes padlocks 
carded and boxed, that retail at 79¢ 
and at $1.50. 
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EE F Self-Selection MERCHANDISER 


FOR KASON ADJUSTABLE-SHELF HARDWARE 


THIS ATTRACTIVE SALES-MAKER is a complete self-service department 
of Decorative-Shelf Hardware . . . creates new, profitable ‘DO-IT- 
YOURSELF’ business for you. 


You get this Merchandiser FREE with your opening order for the PG 
Assortment of KASON BRACKETS and STANDARDS. (Offer is limited 
to one Merchandiser per store.) 


NEW profitable business for you! 
ON YOUR OPENING ORDER: 
YOUR TOTAL COST IS (F.0.B. Brooklyn, N. Y.)......... $ 94.83 
RETAIL VALUE OF MERCHANDISE 


WRITE FOR LITERATURE AND PRICE LIST 

















Attractive 
FULL-VIEW 
packaging 





vse wits KASON Slotwedge STANDARDS. sas msreucrnons ow sack oF Cann. 


Brackets are Bubble-Mounted on attractive cards; Standards are packed with 
screws in polyethylene sleeves. The fine finishes of this High Quality Hardware 
are fully protected. FULL-VIEW packaging makes self-selection easy .. . 
stimulates impulse buying. 





The PG Assortment features 3 beautiful finishes: Silvertone, Bronzetone and ' 
Black in a full range of popular sizes. 


KASON HARDWARE CORPORATION, 71 Wallabout St., Brooklyn 11, N. Y. TU 


ma wun NEW PAINT BRUSH « ROLLER 
™, DISPLAY MERCHANDISER 


Again Jacobus is the first with a new and brushes and three different price ranges of 
modern method for displaying a complete line paint rollers. It also holds extra covers and 
of paint brushes and painter rollers. This rollers, by themselves. This display may be 
new modern method of displaying merchan- used as an island display or flush against 
dise is 4 feet wide and 5 feet high. It holds wall and can be yours at absolutely no cost. 
up to forty-eight different sizes of paint See the New Carbona Rug Shampoozer. 


A. G. JACOBUS' SONS 


VERONA, NEW JERSEY 


Jacobus Fine Brushes made of 100% pure black hog bristle, 100% flagged Tynex nylon. Also manu- 
facturers of a complete line of painter rollers. 


Put this hard-hitting display to work for you 

















ae WEDGE 





selling Quick Wedge 


SCREW-HOLDING screwdrivers 


Unconditionally Guaranteed -- Millions Satisfied 


ORDER TODAY — We'll Invoice Your Jobber 


Nationally Advertised in 8 National Magazines 


KEDMAN COMPANY + 233 South Sth West + Salt Lake City 1, Utah 
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A better “Mouse Trap” 
or a BETTER LEVEL... 
the BEST SELL BEST! 


MAGNELITE 
LEVELS... 


give you MORE TO SELL... 
far more exclusive features. 


1. “Picture-window” vial as- 
semblies that read-at-a-glance 
. read at wider angles. 
are replaceable and adjust- 

able ; 


2. Concave top and bottom 
surfaces for better seating, 
more accurate readings ... 


3. “Machined-smooth” edges 
and hand-holes 


4. TOUGH, ALMOST un- 
breakable extruded magnesi- 
um frame that’s far lighter 
for easier handling... 


PLUS EXTREME 
ACCURACY! 


13 SIZES 
18" to 96" 


plus a complete line 
of PROTRACTOR 
LEVELS 


SELL the WORLD'S 


FINEST LEVELS! 


for dealer information WRITE 


J. H. SCHARF MFG. CO. 


6120 Binney St., Omaha 4, Nebr. 

















HARDWARE AGE 


DQ) Year ib 


DUDLEY H. McMOR- 
DIE has been making 
friends for Huey & Philp 
Co., Dallas wholesaler, 
and for himself since he 
joined that company as 
a salesman in September, 
1908. He has served the 
firm as a salesman all of 
that time. Recently the 
company honored him for 
his half century of ser- 
vice to it. He is a mem- 
ber of the Highland Park 
Presbyterian Church and a Mason. For diversion 
he enjoys fishing trips and hunting for quail. He 
is highly interested in civic affairs and has served 
as Highland Park’s police and fire commissioner. 


WILLIAM J. FEATHER- 
STONE recently retired 
as a member of the staff 
of W. Bingham Co., Cleve- 
land wholesaler, after 
having been with that 
firm since Aug. 30, 1894. 
For five years he was an 
order clerk. He was a 
house salesman from 1899 
to 1903. For the next 40 
years he was a traveling 
salesman. From 1943 until 
his retirement he greeted 
many customers from the information desk at 
Bingham’s. During his long career as a hardware- 
man he entered essay contests on the subject 
of the value of hardware wholesalers and won 
awards for his comments. He is an active church- 
man, and served for 20 years as clerk and trea- 
surer of the West Park Board of Education. He 
enjoys gardening, raises a variety of flowers and 
is particularly proud of his raspberry patch. Of 
his long activity as a hardwareman he says, “If 
I were starting my business life again it would 
be in hardware.” 
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“Wouldn’t take $1000 for him. I’ve taught 
him to say ‘Don’t forget “Scotcn’’ Brand 
Masking Tape’ with every paint sale!”’ 











HANDY PICK-UP ITEM 


Sells itself prom counter on okely, 


Permanent Alumatags in handy 
dispenser carton sell themselves from 
counter or shelf. A pencil or ball point 
pen is used to write permanently into the 
metal. Perfect for labeling pipes or valves, items 
for storage or repair, garden shrubs. Pre-sold by 
































national advertising. Dealers, distributors wanted. 
LM MERCHANT & EVANS CO. Phitaceionia Penna. 





You can sell a set 
ito every household 


6-in-1 Set 4-in-1 Set 
Steel screw sive 


Includes hammer, 
with knurled brass 


nail-puller and 4 
sizes of screw : : 
handles in 4 sizes 


drivers 


Packed in Display Boxes or Carded 








Liberal freight allowance 


GAM Manufacturing Co., Lancaster 1, Pa. 








i . Write for 5 
prices, including name of your jobber. 
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ND FIXTURES 
SELL BETTER 
because they 


WORK 
BETTER 


.. the only perforated wall- 
board fixtures that lock 
securely in place without 
the use of locking-clips or 
other make-shift devices. 
Can never twist, turn or 
fall out. Bright zinc plated. 








EXTRA-STRONG 





TEMPERED SPRING STEEL < 














PRE-PACKAGED FOR VOLUME SALES 


Modern bubble packaging for small hooks. . . 
larger fixtures individually carded .. . all pre- 
priced for self-service buying that means vol- 
ume for your store . . . items priced from 14¢ 
to 79¢. 


SELF-SERVICE 
SALES-BUILDING 


You can have the #D-40 assortment, with 
Pd oe $89.58 worth of top-selling SELF- 
3e on LOCKING Pin-Up Hooks and Fix- 

) tures, plus the free combination 
counter-floor stand merchandiser 
for an investment of only $53.75, 
and your investment is permanently 
guaranteed. You risk nothing. 


Used in the HOME «+ CHILDREN’S 
ROOM «+ KITCHEN + CLOSET + BATH- 
ROOM + GARAGE + WORKSHOP « TOOL 
SHED « BARN « 

Used in STORES » 
TORIES + LABORATORIES + 


SCHOOLS «+ FAC- 
OFFICES 








THE KERR WIRE PRODUCTS CO 


Get the 933 N. Cicero Avenue, Chicago 51, Illinois 


full story of 
Please rush complete catalog sheet and details on 


SELF-LOCKING how ! can porticipate in your “‘guvaranteed-invest 
HOOKS ment’ offer 


and your place 
in the profit-picture. 
WRITE TODAY. 


Name 


Store 


ADVERTISING 
REGULARLY IN | 


POPULAR | 
MECHANICS | _ 


Address 


Jobber s Name 


rice 
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News About Dealers: Cornwell & Kelty Of 
Glendale Holds Three-Day Remodeling Sale 


Glendale, Calif.—CcORNWELL 
& KELTY completed remodel- 
ing of its store and held a 
three-day sale. Store front- 
age was doubled and the 
firm now has 7500 sq ft of 
floor space. An evening open 
house was held for custom- 
ers. Refreshments were 
served and visitors who reg- 
istered participated in draw- 
ings for merchandise. No 
purchases were required. 


Janesville, Wis. — Teske’s 
S & Q Hardware has opened 
in the Creston Park Shop- 
ping Center. The 50 x 100 ft 
corner store features self- 
service fixtures and _ will 
boast a complete lawn and 


garden department outside 
the store in season. Over 
6000 customers attended the 
store’s three-day grand open- 
ing sale, according to owner- 
operator Al Teske. Mr. Teske 
was a comptroller for a Chi- 
cago corporation before 
opening this store. 


Branson, Mo.—WHELCHEL 
HARDWARE Co. has complete- 
ly remodeled the china de- 
partment. The department 
has been reshelved, re-ar- 
ranged and the floor re- 
tiled. The area formerly 
housing the office has been 
converted into a display room 

(Continued on page 144) 





Toy Industry Made 
Year-End Comeback 


The toy industry made a 
strong upsurge in sales at 
the end of last year to over- 
come an earlier lag. 

Although the overall pic- 
ture for the year showed a 
2-4 per cent drop from the 
industry’s record 1957 fig- 
ures, some toy makers made 
notable gains. A late buying 
spree prevented a much 
larger decline. 

In 1957 toy makers’ total 
dollar shipments were $807,- 
947,000. Retail volume at 
normal prices was about $1,- 
187,682,090. In 1958 ship- 
ments were $775,630,000 and 
retail volume at about $1,- 
140,186,100 


Tackle Company Sold 


South Bend Tackle Co., 
Inc., South Bend, Ind., has 
been sold, subject to stock- 
holder’s approval. 

Seymour and Benjamin F. 
Fohrman are the principals 
in the proposed purchase. 
B. F. Fohrman is chairman 
of the board of the South 
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Bend Toy Co., and an officer 
and director of the South 
Bend Tool & Die Co. Sey- 
mour Fohrman will serve as 
an officer and director of the 
tackle company. 


C. S. Osborne Co. Buys 
Johnson Tool Business 


C. S. Osborne & Co. of 
Harrison, N. J., established 
in 1826, has purchased the 
assets of William Johnson, 
Inc., Newark, N. J., founded 
in 1830. 

Both companies have been 
owned and operated by the 
families that founded them. 

C. S. Osborne & Co. spe- 
cializes in the manufacture 
of cutting punches and ma- 
rine items. The Johnson line 
includes industrial trowels, 
garden tools and plumbers 
tools. 

At present the Johnson 
unit is being operated under 
its old management at its 
Newark address as a divi- 
sion of C. S. Osborne & Co. 

In the latter part of 1959 
both divisions will combine 
operations at the C. S. Os- 
borne & Co. Harrison plant. 


From messenger to manager 





Clayt D. Newcomer, Completes 
60 Years At Steinman Hardware 


When Clayt D. New- 
comer left his farm home 
for a city job back in 1898, 
looking for a 
“pretty steady job.” 

Mr. 
heard that Steinman 
Hardware Co., Lancaster, 
Pa., had been in business 
1744. He 
this was a good risk. 

On Oct. 29 he was given 
a “This is your life” re- 


he was 


Newcomer had 


since figured 


view, a load of gifts, and 
a tribute by many key 
members of the builders’ 
hardware fraternity. He 
had completed his 60th 


vear. Now 77, Mr. Newcomer has entered a life of semi- 
retirement, though he is a spry man whose looks belie 


CLAYT D. NEWCOMER 


his age. 

Mr. Newcomer’s title, 60 years after starting as a $2.50 
per week floor sweeper and messenger, was manager of 
the builders’ hardware division of Steinman. The firm is 
known as the nation’s oldest hardware wholesale house. 

Mr. Newcomer’s first big break came in 1912, when he 
was moved to Steinman’s contract sales division. 

“T learned about the builders’ hardware business by 
watching the men above me, remembering everything I 
could, and sometimes coming into the office at night to 
practice doing the work,” Mr. Newcomer recalls. 


In 1918, Clayt Newcomer was named manager of the 


contract hardware division. Now, 40 years later, the 
formula he offers for success is, “I’ve tried to be fair 
But I’ve hedged some- 
times, to outguess my competitors.” 

Mr. Newcomer’s advice to youngsters just starting? 
“Be willing to work night and day to learn work you like, 


then stick to it.” 


and honest in all my dealings. 


About 70 guests attended Mr. Newcomer’s testimonial 
dinner. One of his gifts was a large easy chair, for a 


more comfortable life of semi-retirement. 


Many of the dinner guests were top executives of im- 


portant manufacturing firms, who 


traveled great distances to reminisce with Mr. Newcomer. 


builders’ hardware 
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Colt Fire Arms Elects Optimistic Mood For 1959 Housewares Sales 


Roff As Its President 
Fred <A. Roff, Jr.. 


been elected president 
Colt’s Patent Fire 
Mfg. Co., Hartford, Conn.. 
to succeed Sidney A. Stew- 
art, who was elected chair- 
man of the board. 

Mr. Roff went to Colt’s in 
1956 from Barrington As- 
sociates, management  con- 
sultants, later being elected 
vice-president. 


has 
of 
Arms 


rs 


FRED A. ROFF, JR. 


Shelby Hinge Elects 
Three Top Officials 


Thomas S. Runyan, Co- 
lumbus, Ohio, was elected 
president of Shelby Spring 
Hinge Co., Shelby, Ohio, to 
succeed Ralph D. Maynard. 

Mr. Maynard will con- 
tinue with the company as 
sales counsel. 

Laurance D. Keller 
C. A. Neptune, Jr., 
elected vice-presidents. 

Wilson Crispin is sales 
manager and W. R. Bussom 
is manager of sales promo- 
tion. 


and 
were 


Decatur-Hopkins Plans 
Feb. 22-26 Open House 


Decatur & Hopkins Co., 
Boston wholesaler, will hold 
its annual Spring Open 
House Show Feb. 22 through 
26. The show will be held at 
company headquarters, 93 
Berkeley St., Boston. 


STANTON A. FOLEY 


Foley Manages Sales 
Of North & Judd Div. 


Stanton A. Foley has been 
appointed sales manager of 
the hardware division of 
North & Judd Mfg. Co., New 
Britain, Conn. He replaces 
Martin J. Curry, who contin- 
ues in a consulting capacity. 

Mr. Foley former assistant 
sales manager, has served as 
a salesman in the East and 
Canada, manager of the Bos- 
ton office and home office in 
New Britain, manager of the 
order and invoice depart- 
ments, and sales manager of 
the riding hardware depart- 
ment. 


Olmsted Joins Agency 


Fred Olmsted, formerly 
promotion director of the Na- 
tional Retail Hardware As- 
sociation, has joined Keeling 
and Co., Ine., Indianapolis, 
an advertising agency. 

Mr. Olmsted 
elected a 
the agency. 


has. been 
vice-president of 


Credit Assn. Officers 


Jerry Thomas, of Wolff, 
Kubly and Hirsig Co., was 
elected president of the Madi- 
son (Wis.) Retail Credit 
Assn. 

T. E. Kirkham, Woodruff 
Hardware, was elected a di- 
of the Retail Credit 
Assn. of Knoxville, Tenn. 


rector 
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Is Key to Chicago Show Which Opens Jan. 12 


What’s ahead in 
housewares? 

Dealers, wholesalers, and 
manufacturers in a nation- 
wide survey conducted by the 
National Housewares Manu- 
facturers Assn., _ replied: 
“1959 promises to bring in 
close to a $4 billion retail 
sales peak.” 

NHMA’s survey, No. 6 in 
a regular series, is being 
widely distributed to height- 
en an already optimistic 
mood for the Chicago house- 
wares show, Jan. 12-16, at 
the Navy Pier and Drill Hall 


1959 for 





L. J. Jensen Elected 
Paint Assn. Head 
The Retail Paint & Wall- 


paper Distributors of Amer- 
ica, Ine., recently elected 
Larry J. Jensen, Nilsson 
Paint & Wallpaper Co., 
Portland, Ore., president. 

Stephen L. Wolf, S. 
Wolf’s Sons, New York City, 
is vice-president. 

Milton L. Reynolds, 
Reynolds Paint Co., Balti- 
more, is treasurer. 

Dee Belveal, 34 N. Brent- 
wood Blvd., St. Louis 5, Mo., 
is executive director. 


1959 Officers Elected 
By Toy Manufacturers 


In the Dec. 18 issue, p. 75 
the election of Richard FE. 
Long, president of Eagle 
Rubber Co., as president of 
the Toy Manufacturers of 
the U. S. A., Ine., was an- 
nounced. 

Here are the other officers 
on this year’s slate: 

Vice - presidents, John H. 
Hartman, Jr., vice-president, 
Hubley Mfg. Co., Lancaster, 
Pa.; Charles S. Raizen, pres- 
ident, Transogram Co., Inc., 
New York. 

Treasurer, 
Fisch, 


, 


Ramon BB. 
vice-president, Hors- 


(for details, see pp 76-77). 

The show will “set attend- 
ance and exhibitor records, 
and doubtless shatter old 
sales peaks,” show officials 
said. 

Survey No. 6. produced 
many figures on major dis- 
tribution channels for key 
lines, sales by lines for the 
year, and predictions for 
1959. 

Manufacturers answering 
the survey were virtually in 
100 per cent agreement that 
the hardware - housewares 
wholesalers is their main 
outlet for sales, as opposed 
to department stores, rack 
jobbers, etc. This applies to 
total sales, and individual 
lines, as follows 

Hardware wholesalers ac- 
count for these percentages 
of total sales in these lines: 

Cutlery, flatware and cook- 
ing utensils—28 per cent of 
each. 

Ironing and laundry equip- 
ment—25 per cent. 

Electric housewares — 24 
per cent. 

Outdoor cooking needs 
22 per cent. 

Plastics, cleaning aids, 
kitchen tools, gadgets — 21 
per cent each. 

Hardware wholesalers’ 
weakest category is chemical 

(Continued on page 141) 





man Dolls, Ince., Trenton, 
N. J. 

Assistant treasurer, Ed- 
ward P. Parker, executive 
vice-president, Parker Broth- 
ers, Inc., Salem, Mass. 

New members of the board 
are A. L. Ach, president, 
Merry Mfg. Co., Cincinnati; 
George Franke, vice-pres! 
dent, George Franke Sons 
Co., Baltimore; E. P. Park- 
er, Parker Brothers; Saul 
Robbins, president, Remco 
Industries, Inc., Newark, 


N. J. 





News of the Trade 


3 cteye. vy ohie NS Cotter Expands Dealer sminat 


why Hardware Dealers 
everywhere like to Sell 


Kkanttle PRODUCTS 
go the sectd 


Sa i n your V&5 Hordwore Store 





Fe The only complete line of humidifiers 
for warm air heating systems 


2. More profitable sales due to greater 
product demand 


3. Superior quality construction 








; “ 
Anmbeam 


MIXM ASTER KL sat se es Re, * pe { i bedi ” 


| HAND MIXER "26 = “Beate & 
The New “epkcartthe Model 711 Counter- S gstrccr: | Name tam re 


Balanced Humidifier ‘ | 37.56 Ss 16.80 | be ie 21.56 
Here’s a sure bet to increase your ' EE ries Sotelo — ua SS rice 
sales and profits. The new Skuttle Se ~ ‘ : 
Model 711 is installed in vertical 
plenums of any warm air heating 
system easily and quickly. There’s 
no complex mechanism, operates 
with a single orifice. The Model 
711 is shipped completely assem- eres 
bled tor = tg Mea inonalinnion , ge, PR ~ 14.36 Lak — welts 
— : , . : Simbean TOASTER. ~ 

if desired. Complete instructions is epee i ee 
and template included in package. 2 ey cop eee = 4 3.88 
Write for further details on all models of Skuttle Humidifiers. - eee wie SS 


| aol 1.95 « 
E@gkurttle Patented Vapoglas Plates WM se2c\f yao. om gaan 


*" \\, Millions of humidifier evaporating plates 
V\N\AO need replacing annually. Increase your 
.\ . : : 4 tag 

\ profits by using Skuttle No. 489 Universal 
Vapoglas Plates, designed to fit all makes 
of humidifiers. Skuttle Vapoglas Plates 
have been satisfying customers for years. 
Get the best, install Skuttle Vapoglas 
Plates . . . copied but never equalled. 


@akutitle-aihe Electrostatic, Permanent, Latest ad featured appliances for Christmas 


W hy bi Lif ti Ai Filt Cotter & Co., dealer-owned dealers cooperating in the 
asnapie, Lirerime Alf ri at ~ Sahin ot id “ns Mee r . 
mee r wholesaler at Chicago, has ads. Program began with 12 
Y a oo pers Nate — you my ce expanded its Chicago-area dealers. 
wi rohit Ww > per- RETESET OES 83 Ne = . rT ° 
promt wit uttie-AIre Per USO NRO R ic ois ay dealer advertising. In addi- The idea has caught on 
manent, washable air filters for PReo i 1A Sie ti t pl oo toh ) lil ildfi ” id Cotter’ 
: . s : pyre Sab eae on, jlans ake ¢ fer- re j "Se Sal OULeEr Ss 
furnaces, centralair conditioning PR 2200 sh ee a a oe a a Son Sener ™ . 
systems and room coolers. Re- Yee? Paani tising’ Campaigns into the merchandising manayver, Ed- 

: Mey ys MSY Hy / ‘ » 
placement costs are completely Pain aise un | Appleton and Green Bay, ward E. Lanctot. 
eliminated. Easy to install, easy . Wisc., areas early in 1959. The advertising campaign 
re wae for weg Skuttle- The Chicago area ads be- supplements an “intense di- 
Aire light weight filters are avail- gan with monthly, quarter- rect mail” program, Mr. 
able in all sizes. And they never 7 _— . mamed 
need oiling : pas page space in April, 1958. Lanctot said. 

a : , - Seasonal specials and “Bar- There are 461 V & S hard- 
You can be sure your customers are getting maximum efficiency e 4] Month” it ; b si enealla 
: ; ; . ° . ° yé ) > S rayrea ‘a , rs OUuYv - 
from any installation where Skuttle-Aire Electrostatic, Perma- gain of the Month” items ware : > Sarens 
nent, Washable, Lifetime Air Filters are used. have been featured. out the midwest. 

In December, the Cotter \ 


& S dealers in the Chicago . . 

G@akutile MANUFACTURING CO area got new traffic impetus Regis W. Kane Retires 
, when the ad was enlarged to Regis W. Kane has retired 
MILFORD, MICHIGAN a full page in the Daily as a buyer for American 
IN CANADA: WAIT-SKUTTLE CO., OAKVILLE, ONT. News. Hardware Supply Co., Pitts- 
Then a second full-page burgh, after 39 years of as- 
was run the week before sociation with that organiza- 
Christmas in the Chicago tion in its buying staff. His 
Tribune. Similar V & S pro- retirement is effective Dec. 
BN frams ran in the Grand 31, 1958. Mr. Kane has been 
me ELECTRIC - Rapids, Mich., and Milwau- in poor health for the past 
RADIANT HEATERS HUMIDIFIERS PERMANENT FILTERS kee. Wisc., newspapers. year and plans to move to a 

There are now 70 Chicago warmer climate. 
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Available Now! 


NEW — AUTHORITATIVE — COMPLETE 
HARDWARE AGE 


BUILDERS HARDWARE 
HANDBOOK 


by Adon H. Brownell, A. H. C. 


All the basic facts about Builders’ Hardware presented in 
simple, easy to understand language. 


Detailed descriptions of functions—applications—specifi- 
cations and estimating. 


385 illustrations 
81/2” x 11” clothbound 


A time saving, profit making reference for 





Architects «© Hardwaremen ¢ Teachers 


¢ Students ¢ Contractors 


Skillfully organized and easy to understand, this exclusive 
handbook provides the information necessary to operate a 
basic builders’ hardware business at a profit. Not since the 
publication of "Taking the Mystery Out of Builders’ Hard- 
ware" by Mr. Brownell, in 1940, has there been made avail- 
able in one source so much practical, down-to-earth in- 
formation about the builders’ hardware business. 


Recommended by 


Nationa! Builders’ Hardware Association 
and the American Society of 
Architectural Hardware Consultants 


Mail This Coupon Today 








234 pages 800 





Please send me ... copies of HARDWARE 
Hardware Age, Dept. At a’ BUILDERS’ HARDWARE HAND- 
56th & Chestnut Sts. BOOK by Adon H. Brownell, A.H.C. 


| will send payment upon receipt of the 
Philadelphia 39, Pa. invoice in the amount of $8.00 per copy, 


plus 45 cents handling and postage. 


Address .... 
City ... State... 


r— Check here if sending payment with order, saving you the 45 cents 
Lj handling and postage charge 
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Don't miss the BIGGER PROFITS you get with these 


TOP-SELLING 
LUBRICANTS 


Plastic Squeeze 
Dispensers with 
Big Screw-on Cap 


New Displays! 
Bigger Packages ! 


The most modern 
lubricant dispensers 
on the market 


Lub-a-Spray is. stainless 

— greaseless — odorless 

1477, PAY a, For use on wood, metal. 
f7 Lf leather, rubber and plas 

tic. Available in plastic 

All-purpose Dry puffer guns for home use 
Graphitoid Lubricant 12 to display card, and in 

3 oz. or 114 oz. shop size 


puffer packs 


Weatherproof — won't 

wash away! Lub-a-Graph 

is perfect for outdoor lub-a-bra A 
equipment—garden tools |p 
locks and hinges — autos see 

— bicycles. Display card New Liquid 

holds 12 plastic squeeze Graphitic Lubricant 
dispensers. A terrific seller! 


Panef-Oil flows freely at 
50 below zero Highly 
penetrating. Prevents rust 
and corrosion. Hundreds 
of uses for home — office 
—auto—shop. Convenient, 
transparent drop oiler 
packaged 12 to display 
card 


Want BIGGER, STEADIER IM 
PULSE SALES? ‘Then, be sure 
to stock these finer quality 
PANEF LUBRICANTS. Beau 
tifully packaged, handsomely dis 
played on _ colorful,  self-selling 
counter cards. PANEF plastic 
squeeze dispensers are “tops” in 
lubricant merchandising. Assure 
increased profits year-round. Get 
all the facts on PANEF now! 


PANEF MANUFACTURING CO., INC. 


102 East Walnut Street ° Milwaukee 1. Wisconsin 





— PIONEER LINE | — News of the Trade 
Artwitt “y inylite ' KUSHION - KOATES | brief reports of 


nce WIRE KITCHEN AIDS MANUFACTURERS’ SALESMEN 


See this “Vinylite’” KUSHION-KOATED 


Closet Door Utility Rack @ Crown Cork and Seal Co., Inc., Philadelphia—G. R. Lud- 
at Space 330—Navy Pier—House 


wig, to manager of closure sales, from sales representative, 
Sh and Alfred L. Hartung, to manager of can sales for the 
wares Show a . : , 
| sce Mid-West sales region. Mr. Ludwig has been with the 
. a re Bas company 22 years. Mr. Hartung, associated with the can- 
Fast-Selli ning industry for the past 25 vears, joined the firm Nov. 1, 
OST-oening 1958. Both positions are newly-created. 


08 . @® Stanley-Judd Div., Stanley Works, Wallingford, Conn.— 
. ’ * | Harold T. Jackson, former assistant sales promotion man- 


i 


ager for Richards & Conover Hardware Co., Kansas City 
wholesaler, to Kansas and Missouri; James E. McKillop, a 
: former sales supervisor at J. L. Hudson Co., Detroit, to 
Retailer 3 Michigan. 


. | * 2} @® Hamilton-Skotch Corp., Hamilton, Ohio—Three new rep- 
7 oF resentatives have been named. Georgia, Alabama, North 
Fits Any Door ——- 2 and South Carolina and eastern Tennessee to Verl Giesler 
or Wall Space | coe Cf CX CCl", Atlanta, Ga.; northern California and Nevada to J. 
| yl L.. Kingsley Co., San Francisco; Illinois, Wisconsin and 

@ 3 piece unit | ‘ Minnesota to Edelston Associates, Chicago. 








@ Easy to install @ David Linzer & Sons, Inc., New York—Eight new men 


Write for Te | 0 have been added: Mitch Miller to San Francisco Bay area; 

; Harold Day to St. Louis; Dave Gorton to Westchester 

catalog of County, N. Y.; Mickey Reno to Connecticut; Joe Lahodney 

complete line . to Buffalo; Milton Eike to Virginia; Frank DeJong and Jim 
Jones to Michigan state territory. 











@ Boston Woven Hose & Rubber Co., Div., American Bilt- 
rite Rubber Co., Inc. Cambridge, Mass.—William Heflin, 
Rockwell, Md., will handle tapes, garden hose, matting and 
stair treads in Maryland, Virginia, and the District of 
Columbia. 





You Get The 


ADDED —_. >. @ Lawn-Boy, Power Mower Div. Outboard Marine Corp., 


Lamar, Mo.—George Doull, Jr., formerly with Enterprise 


PROFITS <a >». ow - ; | Paint Co., Chicago, to the New England territory. 


@ Boston Athletic Shoe Co., Cambridge, Mass. — L. 
Magruder, Baltimore, to cover Maryland. 


@ Mastic Tile Corp. of America, Vails Gate, N. Y.—Bill 
| Dean Berger, Des Moines, will cover lowa, eastern South 
Dakota, and eastern Nebraska. 


@ Warner Manufacturing Co., Minneapolis—Ralph Pen- 
noyar, formerly with the Reardon Co., to cover California, 


"EASY-WRAP’”’ Arizona and Nevada, replacing Ralph Prall who retired. 
a ee Sells Itself! @ Grabler Mfg. Co., Cleveland—Roy C. Klostermeyer, for- 


eames 'merly Chicago branch manager, to assistant manager of 
ye > 


Display Corton | sales in the central district, with headquarters in Cleveland. 


One dozen cartons Here is the Quality Answer @ Majestic Tile Corp. of America, Vails Gate, N. Y.—Ralph 
ee oe to Pipe Sweating and L. Tucker, formerly with W. P. Fuller & Co., San Francisco, 
Pipe Insulating Problems to San Francisco Bay area representative. 

Rhopac “‘’Easy-Wrap” stops pipe sweat- 

ing, insulates hot water pipes, helps pre- 

vent pipe freezing and greatly improves 

appearance of exposed pipes. It is a 

quality glass fibre insulation and an 

outer-wrap of vapor sealing tape de- 

Order signed for the do-it-yourself home owner. Mat las in 1947 as special ac- 

from your All you do is put it on your counter and | Miraplas Elects V-P . ~ “ " , ben on " 

; counts’ representative. A 

jobber replace it as fast as it sells. Harold Mirvis, general year and a half later, at age 

manager, has been elected 28, he became sales manager. 

WZ | executive vice-president of Five years later he became 

/ nc. Miraplas Tile Co., Columbus, general manager. Mr. Mirvis 

Ohio. He continues as gen- started his merchandising 

eral manager. career in 1943 with Mont- 
Mr. Mirvis joined Mira- gomery-Ward. 


@ Vapocon Sales Div., Container Corp. of America, Chicago 

John Weglicki eastern sales representative to succeed 
Joseph Staudinger transferred to the folding carton dl- 
vision, 





3443 Cleveland Street, Skokie, Illinois 
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——News of the Trade— 


Optimistic Mood Key 
To Housewares Show 


(Continued from page 137) 


products, with only 6 per 
cent of total distribution. 

When asked which type of 
distribution would account 
for most sales in 1959, 32 per 
cent of all manufacturers 
said: hardware wholesalers. 

The survey showed sales 
in these lines were up in 
1958: bathroom, closet, clean- 
ing, cabinets, chemicals, gar- 
den and lawn, ironing and 
laundry, kitchen tools and 
gadgets, outdoor cooking, 
plastics, tables, stools, lad- 
ders, serving and buffet 
items. 

These lines were lower: 
cooking, cutlery and flat- 
ware, fireplace, electrics, and 
woodenware. 

Manufacturers were asked 
about predictions for 1959's 
sales. 

They replied: 80 per cent, 
sales up; 4 per cent, sales 
down; 16 per cent, sales the 
same. 

What colors 
this year? 

Manufacturers said: yel- 
low, pink, turquoise, white, 
and red, in that order. 

Dealers and _ wholesalers 
were asked what they 
thought about dollar sales in 
1959. 

They replied: 

Sales up, 72 per cent of 
the dealers and 78 per cent 
of the wholesalers. 

Sales down, 10 per cent of 
the dealers and 8 per cent of 
the wholesalers. 

About the same as for 
1958, 18 per cent of the deal- 
ers and 14 per cent of the 
wholesalers. 

Dealers and _ wholesalers 
were asked their opinion 
about the hottest line in 
1958. They agreed, dealers 
21 per cent and wholesalers 
29 per cent, that the success 
line of the year was plastics. 


will be hot 


Janney's Conference 
To Be Held Feb. 1-4 


Janney, Semple, Hill & 
Co., Minneapolis wholesaler, 
will hold its annual Retail- 
ers’ Conference Feb. 1-4 at 
the Leamington Hotel, Min- 
neapolis, for 1500 dealers, 
wives and store employees. 

Approximately 125 manu- 
facturers will exhibit. 

Expansion of the com- 
pany’s Service & Quality 
Hardware Stores Program 


(HA, Nov. 20, p. 109) will 
be detailed. 

Topics for seminar discus- 
sion will be: standards of 
operations and sales fore- 
casting; advertising and in- 
store display; advance cov- 
erage and stock control; and 
retail pricing and private 
brand merchandise. 


6 Noma Directors On 
American Screw Board 


Noma Lites, Ine., has 
placed six directors of Noma 
on the board of American 
Serew Co., Willimantic, 
Conn., threaded fastener 
manufacturer. 

Henri Sadacca, board 
chairman of Noma Lites, be- 


HENRI SADACCA 


came board chairman of 
American Screw. 

Vincent J. Roddy continues 
as president and a director. 

George A. Baker, Jr., con- 
tinues as_ vice-president-fi- 
nance, and a director. 

Five other Noma directors 
elected to the American 
Screw board are William R. 
Hamilton, William V. Lurie, 
Louis Szel, Joseph H. Ward, 
and Max Winobard. 

Mr. Hamilton was elected 
executive vice-president. 

Arthur P. Cyr was elected 
secretary. 

Noma Lites acquired con- 
trol of American Screw 
(HA, Dec. 18, p. 74) through 
purchase of more than 60,- 
000 of the outstanding 117,- 
952 shares of common stock. 
The shares were purchased 
by a Noma Lites subsidiary, 
Noma Lites Canada, Ltd. 


New Purchasing Head 


Donald Binder has been 
named purchasing agent for 
Ramset Fastening System, 
Olin Mathieson Chemical 
Corp., Cleveland. Edward 
Nimtz succeeds Mr. Binder 
as customer service manager 
in the sales department: 
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WIDOW == 
SCREENS || | | 


Depend on Schumacher 
for famous adjustable 
“Reddy-Loc’’ window 
screens. In sizes to fit 
practically every window, 
they're solidly built, 
lock securely at any 
adjustment, provide 
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REDDY-LOC 








sales-making safety of 
exclusive ‘‘Reddy-Loc.’’ 


Another great volume- 
builder! Wood end, 
metal rail adjustable 
window screens. Heavy 
gauge metal rails, kiln- 
dried wood ends for long 
life. Sizes for virtually 
every window. Each 

















screen has colorful 


attention-getting label. METAL-RAIL 


SCREEN 
DOORS 


Schumacher makes a 
full line of quality 
wood screen doors in 
your choice of styles 
and finishes. All feature 
seasoned lumber, biind 
mortise and tenoned 
construction, many 
other advantages. in 
all standard sizes with 
your choice of alum- 
inum or galvanized wire 
cloth. As it has since 
1889, Schumacher 
stands for the best 
(and best-selling) 
screen doors! 


AND 


Make the most of the big aluminum combination 
window and combination door market with Schumacher. 
Schumacher sells only through jobbers... brings 
you and your customers quality in aluminum. 
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SHOVELS AND 
ALLIED ITEMS 


Nils Meir toMileliltiiclaitlag-+ we Viil-t Miatelis Miiltiel Milelttte 
sledic Mat ailtitia-Mmlil- MP Viil-t Mia ca Title mitlailiiie. 














PREMIUM QUALITY CEMENT 


“It stays stuck! And, | mean for 
good! Unlike ordinary cements, 
AMBROID actually penetrates 
surfaces to form a permanent, 
water-tight bond that often outlasts 
the material itself! It's extra 
strong, flexible, fuel and heat 
resistant. Mends things that 

literally defy other adh-sives. 

By George, it's easy to see why 
sportsmen, hobbyists, housewives, 
craftsmen . . . all prefer AMBROID!I 
So, do asi do...CASH INI 

Order your AMBROID . . . TODAY!" 
Unexcelled for all wood, leather, metal, 
fabrics, glass, pottery, china, plastic. 


1% oz. tube .... retail 30c¢ 
4 oz. tube retail 60c 
(pts. — qts. — gals.) 


AMBROID CO., INC. 
Weymouth Mass. 











News of the Trade— 


news in brief of 


MANUFACTURERS AGENTS 


@ Marglo, Inc., Englewood, N. J.—Upstate New York to 
Lester Cohen; Michigan to Christensen & Miller Agency; 
Ohio to Christensen, Miller & Nulick Agency; Indiana and 
Kentucky to Jack Heiken; Florida to Harold Hester; west- 
ern Pennsylvania and Virginia to M. H. Nooning Jr. & 
Associates; New England to Maxwell-Lawrence Sales Co.; 
Illinois, Wisconsin, North Dakota, South Dakota, and Min- 
nesota to Rayal Sales Inc.; metropolitan area of New 
York and New Jersey to Stan Rosenthal; West Coast to 
Louis B. Smith Sales Co.; Middle Atlantic states to Morris 
Yeager; Missouri, Kansas, Iowa and Nebraska to William 
A. Foley Co.; Oregon, Washington and Idaho to Charles J. 
Beek; Utah and Colorado to Victor Klinger and the South- 
west to Van Brauman & Co. 


@ Achorn Sales, Elizabethtown, Pa., has been formed by 
George S. Achorn, former vice-president of sales for Buch 
Mfg. Co., also of Elizabethtown. Mr. Achorn’s son, George, 
Jr., is associated with him in the new agency which covers 
southern New Jersey, eastern Pennsylvania, Delaware, 
Maryland, District of Columbia and Virginia. Address of 
Achorn Sales is P. O. Box 214, Elizabethtown, Pa. 


@ Ivan G. Herman, New York, N. Y.—new agency formed 
to cover metropolitan New York, New Jersey, Pennsyl- 
vania, Washington and Maryland. Headed by Ivan G. 
Herman, former eastern sales manager for American Metal 
Specialties Corp. Office and showroom at 200 Fifth Ave. 


@ Connecticut Valley Manufacturing Co., Centerbrook, 
Conn.—John K. Wilson Co., Baltimore, will handle sales of 
expansive bits and other wood boring tools throughout the 
South and Southwest. 


@ Western Hardware Sales Agency, Los Angeles, Calif.— 
has moved to 1046 S. Olive St., Los Angeles, from Pomona, 
Calif. 


@ Yard-Man, Inc., Jackson, Mich.—Western Pennsylvania 
and West Virginia to Friedman & Soffern Co., Pittsburgh, 
Pa., for Yard-Man power mowers. 


@ Shelby Metal Products Co., Shelby, Ohio—New England 
to Rol B. Plumb, Niantic, Conn. 


@ Dover Stamping Co., Fall River, Mass.—Indiana, Wiscon- 
sin and Illinois to Richard A. Ruhling & Associates, Chi- 
cago, for paint pots. 





Enterprise Mfg. Names year veteran with Enter- 
Several Top Executives ?™'®_has been secretary- 
treasurer since 1995. 

Several executives have H. J. Bean, sales manager, 
been named to new posts by elected vice-president of 
Kinterprise Mfg. Co., Akron, sales. He has been with the 
Ohio. Those elected or ap- company for 20 years. 
pointed are: G. G. Smith, advertising 

KE. G. Griffith, former mer- manager, elected vice-presi- 
chandise manager and as- dent of sales promotion and 
sistant to the president, advertising. 
elected executive vice-presi- John S. Pflueger, Jr., as- 
dent. He was associated with sistant secretary and treas- 
Tracy-Wells Co., Columbus, urer, elected secretary. He 
before joining Enterprise continues as assistant 
four years ago. treasurer. 

Ss. A. Butt, secretary- Wm. S. Pflueger, Jr., as- 
treasurer, elected vice-presi- sistant sales manager, 
dent of finance. He continues named sales manager. He 
as treasurer. Mr. Butt, a 14- joined the firm in 1954. 
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Porter-Cable Holds Power Tool Clinics 


eS 


Chicago dealers learn the correct method of operating a circular 
saw at a Porter-Cable power tool clinic. 


The more a hardware 
dealer knows about the prod- 
ucts he stocks the more 
likely he is to to sell them. 
That is the theme of a 
dealer training program of 
Porter-Cable Machine Co., 
Syracuse, N. Y., manufac- 
turer of power tools. 

The dealer training pro- 
gram has been held in vari- 
ous cities throughout the 
country. Many dealers have 
reported increased interest 
in and sales of power tools 
through product knowledge 
gained at these sessions. 

The program is of the 
clinic type. There is a one- 
day session, of about seven 
hours. The session is ar- 
ranged to use three work 





Whiting Moves Up At 
Toastmaster Division 


Don Whiting, former as- 
sistant advertising manager, 
has been appointed advertis- 
ing manager of the Toast- 
master Div., McGraw-Edison 
Co., Elgin, Il. 

Philip Willman, who has 
been ad manager and direc- 


DON WHITING 
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benches. Groups of about 15 
dealers gather around one 
bench, listen to the program 
of a Porter-Cable salesman, 
then go on to another bench. 
Each dealer gets the benefit 
of demonstrations by the 
salesmen, then have ample 
opportunity to operate each 
tool. 

The tools are discussed by 
types and models. The com- 
pany’s complete line of drills, 
routers, sanders and saws is 
discussed and demonstrated. 

The clinic is handled by a 
division manager and three 
district sales representatives. 
The manager arranges for 
the meeting place and sched- 
uling the classes. 





tor of design, will now con- 
centrate entirely on product 
design. 


Tom Moore Tractor Co. 
Names Sales Manager 
Paul E. Callahan has been 


appointed sales manager for 
Tom Moore Tractor Co., 
Mantua, Ohio. 

Mr. Callahan was a sales- 
man for Savage Arms Corp., 
covering Ohio, Michigan, 
West Virginia and Kentucky. 


George King Promoted 


George King has been ap- 
pointed assistant service 
manager of Bolens Products 
Division of Food Machinery 
& Chemical Corp., Port 
Washington, Wis. He will 
work with Gordon W. Peters 
who was recently appointed 
Bolens service manager. 
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COMA, 
FOR EVERY USE! 


EAGLE 

a! a & “aero LINE 
GASOLINE 
FILLERS 


Versatile for outdoor, marine, 
garden, home... equipped 
with flexible spout, brass 
strainer, vent clip, filler cap 
for easy gasoline flow... 

“A” line features oil measure 
... fast selling, attractive... 
sturdy construction for long 
use ... available in 1, 2, 


GALVANIZED 
214, 5 gall. 


SASOLINE CAN 


EAGLE 
GALVANIZED 
OIL & GASOLINE 
CANS 


Rugged for long hard use... 
seamless drawn dome shape 
... double-seamed bottom... 
no top or side seams . .. made 
of heavy 26-gauge galvanized 
steel .. . ideal for home, plant, 
shop, farm, garden, camp, 
construction... available in 
1, 2, 214, 5 gal. 

_ 


Order from 
Your Supplier 
WRITE FOR FREE 

CATALOG ° 
SHOWING . 
COMPLETE 
EAGLE LINE . © 
° 5 Gal. 


AUWANizED GASOLINE ©” 


Y 26 GAUGE >' 


—_~_ 


SERVING THE TRADE SINCE 1894 


MANUFACTURING CO. 
Wellsburg, W. Va. 








News About Dealers: 





(Continued from page 136) 


for bathroom and kitchen fix- 
tures and appliances. Jack 
Justus heads the Whelchel 


store. 


Bluffton, Ind. — STEFFEN 
GIFT & HARDWARE Co., 117 
N. Main St., has installed a 
new hardware department in 
the back room of the store. 
The store is owned by Dan 
Steffen and is managed by 
Mr. and Mrs. Olen Waltz. 
The hardware department 
has perforated panel board 
walls, an acoustical tile ceil- 
fluorescent lighting and 
is painted in pastel colors. 
All hardware stock carried 
hy Steffen Implement on E. 
Wabash St. has been moved 
to the N. Main St. store. Max 
Steffen will assist Mr. and 
Mrs. Waltz. 


ing, 


La Grange Park, 1ll.—B & 
(; HARDWARE AND SUPPLY 
Co. has opened a second store 
at 9443 W. Ogden, Brook- 
field, Ill. Associated with the 
firm are Gene Lynn and Rob- 
ert Pecenka. The firm uses 
the Keen Kutter Stores Pro- 
eram. 


Santa Barbara, Calif. — 
MISSION HARDWARE’ STORE, 
which outgrew its location at 
Hollister and Tecolete Aves., 
has moved to 5754 Hollister 
Ave. The new store has over 
four times the area of its 
old location, and has a large 
parking lot for customers. 


Mart, Texas—MART HArpD- 
WARE Co. opened here at the 
location formerly occupied 
by Massey Hardware. Roy 
Nail is the owner and man- 
ager. 


Elmhurst, Til. ELM- 
HURST’S HARDWARE was 
opened at the new shopping 
plaza at Butterfield Rd. and 
York St. by George Chaban. 
The store is self-service. 


Eudora, Kan. — COLMAN 
HARDWARE Co., a coast-to- 
coast store, was recently re- 
modeled and held a 10-day 
promotion to celebrate. Bar- 
gain specials and _ refresh- 
ments attracted customers. 


St. Petersburg, Fla.—Ser- 
VICE HARDWARE STORE, op- 
erated by Al and Ruth 
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Fleischmann, opened at the 
Crossroads Shopping Center. 
The Fleischmanns own two 
other hardware stores. The 
new store has 4500 sq ft of 
hardware space and features 
artists’ supplies and toys. 


Cuthbert, Ga. DAVIS 
HARDWARE Co. has moved 
into a new store location in 
a building on the south side 
of the square. 


Melbourne, Fla.— BROOME 
HARDWARE was recently 
opened on New Haven Ave. 
by R. E. Broome who previ- 
ously had a hardware store 
on South Dixie Highway. A 
three-day grand opening in- 
cluded souvenirs and free 
drawings for a variety of 
merchandise. 


Washington, Pa.—THOMP- 
SON HARDWARE moved _ into 
new quarters at 96 W. Chest- 
nut St., after having been in 
another location for 39 
years. New display and 
lighting fixtures were  in- 
stalled in the new store. 


Somerville, N. J.—SOMER- 
VILLE HARDWARE Co. at 118 
W. Main St. was recently 
sold by Ulric J. Lebourveau 
to Robert A. Zoubek. Mr. 
Zoubek is the 11th owner of 
the business which dates 
back to 1796. 


Unadilla, Ga. — SHEPHERD 
HARDWARE Co. operated by 
the late Ernest Shepherd for 
nearly 50 years has _ been 
bought by Hayden Peavy. 
Mr. Peavy will operate the 
business as Shepherd Hard- 
ware. 


Moore-Handley Plans 
Mart For Jan. 19-24 


Moore-Handley Hardware 
Co., Birmingham, Ala., 
wholesaler, will hold its 7th 
annual Merchandise Mart 
and Carnival of Values Jan. 
19 to 24. 

The show will be held at 
company headquarters at 27 
S. 20th St., Birmingham, 
Ala. 


Lawn-Boy Service 


Gene C. Hull, Jr., has been 
named a service supervisor 
for Lawn-Boy, Lamar, Mo., 


power mower division of 
Outboard Marine Corp. He 
will cover North and South 
Dakota, Nebraska, Kansas, 
Missouri, Illinois, lowa, Min- 
nesota and Wisconsin. 


News of the Trade 





Whitlock Will Hold Its 
25th Anniversary Show 


Whitlock Corp., Yonkers, 
N. Y., wholesaler, will hold 
its 25th anniversary show on 
March 15 in the main audi- 
torium of the Westchester 
County Center in White 
Plains, N. Y. 

More than 100 manufac- 
turers will exhibit their lines 
at the show. 


OBIT U 


C. J. Harris To Head 
Waring's Marketing 


Collingwood J. Harris has 
been named marketing man- 
ager for Waring Products 
Corp., New York City. He 
will supervise advertising 
and promotion of the com- 
pany’s complete line. He was 
advertising manager of 
Rheem Mfg. Co. prior to 
joining Waring. 


ARIES 





Edward F. Sutphin 


Edward F. Sutphin, gen- 
eral manager and former 
president of the Skillman 
Hardware Co., died of a 
heart attack Nov. 30 at his 
Yardley, Pa., home. 


EDWARD F. SUTPHIN 


Fred C. Park 


Fred C. Park, 88, founde: 
of Park’s, a hardware and 
variety store in Orono, 
Maine, died Dec. 11 in a 
Bangor (Maine) hospital 
after a long illness. Mr. Park 
established a hardware and 
plumbing business in 1892 
in Orono. His son Wilbur A. 
Park, now heads the firm 
which has grown to include 
many categories of mer- 
chandise. 


Clarence H. Graves 


Clarence H. 
retired salesman for Rich- 
ards & Conover Hardware 
Co., Kansas City, died in In- 
dependence, Mo., after an 
illness of several months. He 
had worked for the firm 58 
years. 


Graves, 80, 


Frank J. Karls 


Frank J. Karls, owner of 
the Karls Hardware Co. in 
Madison, Wis., died recently. 


Palmer Whitwell 


Palmer Whitwell, 66, re- 
tired co-manager of the Ben 
Franklin store in Healds- 
burg, Calif., died at Healds- 
burg General Hospital after 
a heart attack. 


Alva J. Dryden 


Alva J. Dryden, 74, for- 
mer hardware merchant, 
died recently at the Ells- 
worth Hospital, Kansas, 
after a short illness. 


John T. Reilley 


John T. Reilley, 97, of 
Renovo, Pa., former hard- 
ware store operator, died at 
the Lock Haven Nursing 
home recently. 


J. G. Klingenberg 

Joseph G. Klingenberg, 69, 
retired Covington, Ky., hard- 
ware dealer, died recently. 


Richard Hannah 


Richard Hannah, 24, sales 
manager, Hannah Hardware 
Co., Bethel, Ohio, died in an 
automobile crash. 


Alfred J. Harvey 


Alfred J. Harvey, 61, part- 
ner in Harvey & Stordeur 
Hardware, Freeport, N. Y.., 
died recently. 


Ralph Allen 


Ralph Allen, 76, founder 
of Allen Hardware Store in 
Buchanan, Mich., died. 


W. R. Harwell 


William Raymond Har- 
well, 58, Fayettesville, Tenn., 
a partner in Dale-Rees & 
Co., hardware dealer, died 
recently. 
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Bigelow & Dowse Co., Needham Heights, Mass. 
Wholesaler, has chosen G. C. Winter Co., 
Southbridge, Mass., as the Ted Williams New 
England fishing tackle dealer-of-the-year. 
Bigelow is the Ted Williams distributor in that 
area. The prize was one-week fishing trip for 
two in Florida with Ted Williams as guide. 
Shown with their catch are: Howard Pierce 
(left), owner of the G. C. Winter store; Romeo 
Cantara, store manager; and Ed Nowak, sport- 
ing goods sales manager at Bigelow & Dowse, 
Ted Williams took the picture. 

» 


Nelson M. Graves (left) president of Barcalo 
Mfg. Co., Buffalo, N. Y., and James H. Brock- 
way, tool division sales manager, look over 
the firm's new tool line before entering a 
recent sales meeting. More than 40 salesmen 
were on hand to hear plans for 1959. This 
was port of Barcalo's three-year program of 
reorganization and sales expansion which is 
centered around a new line of taper design 
wrenches. 


Dealers from five states recently took the six- 
week builders’ hardware course given by Russell 
& Erwin, New Britain, Conn. Left to right, 
seated, R & E officials: J. R. Meagley, con- 
tract sales manager; E. H. McCullough, gen- 
eral sales manager; W. J. Ziegenhein, vice- 
president; R. O. Miller, sales training; V. H. 
Verby, promotion manager. Standing: M. J. 
Moore, Arlwood Corp., Malden, Mass.; George 
Near, Southwest Builders’ Hardware Co., Albu- 
querque; Arthur Frenette, R & E; Alfred Nichol- 
etti, Mendenhall Lumber Co., Mendenhall, Pa.: 
W. C. Maher, R & E; Patrick Moscatello, |. 
Harris Co., Long Branch, N. J.; C. E. Devoe, 
Jr., Chelsea Hardware, Atlantic City; J. H. 
Smith, Russell Hardware, Birmingham, Mich.; 
Dominic Gargano, R & E; R. W. Rosebery, 
Rio Grande Lumber Co., Salt Lake City. 


SELLING 
is never — 
hard for 
the men 
who know 


v 





the bes! 


- salesman 


in the wor/d 


YOU 


can still 
/ 





Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 


Representatives Wanted, etc. 


Set solid, maximum 50 words 
Each additional word 


Positions Wanted 
(Special Rate) set solid, 
50 words 
Each additional 
Allow Seven Words for Keyed Address 
or Your Address 


maximum 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5°%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 
Chestnut & Séth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 











Representatives Wanted 


Representatives Wanted 


Representatives Wanted 








FRANCHISE AVAILABLE 


Products never before offered on the market, te be 
sold te the construction, trucking, and automotive 
industry. All territories are now available. Give 
a complete resume of your background and territery 
you are interested in. 


HUDSON T. MARSDEN MFG. CO., 
645 Beahan Road, Rochester II, 


INC. 
New York 








WE ARE LOOKING FOR MANUFACTURER’S 
AGENTS now calling EXCLUSIVELY on the Retail 
Hardware and Retail Lumber Yard Trade in the 
midwestern, southwestern, northwestern states and 
Virginia, Georgia, Alabama and New Orleans, La., 
to sell a complete line of fasteners. We offer a good 
proposition with liberal commission. 


SHARON BOLT & SCREW CO., INC. 
ENDICOTT ST.. NORWOOD, MASS. 








ONLY REPRESENTATIVES CALLING ON 
DEALERS AND WHOLESALERS WANTED 


If you are now calling on dealers, as well as whole- 
salers, contact us immediately for lucrative commis- 
sions at both levels. Our line of rodenticides, insecti- 
cides and household chemicals is growing rapidly, as 
is our young, aggressive firm. Some of our items are 
nationally established, all possess great potential. 
Many areas still open. 


NIP-CO Mfg., Inc., New Rochelle, N. Y. 











SALES REPRESENTATIVE WANTED. 
Long established manufacturer of Plumbing Brass 
Goods and Accessories requires adequate repre- 
sentation on commission basis, to be sold direct 
to rated Plumbing and He: ting Contractors, large 
Hardware Outlets, Lumber and Farm and Home 
stores, a full line of cast and tubular brass 
plumbing Fixtures, plus Gate, Globe and Swing 
Check Valves fraveling’ or car expenses al- 
lowed. Territories open: Florida, Virginia, 
Michigan, Wisconsin, Illinois, Indiana, Arkansas, 
Louisiana. State actual territory covered and all 
details. Confidential. Address: Box 100, care 
of Harpware Acre, Chestnut & 56th Sts. Phila- 
delphia 39, Pa. 

MANU FACTU RE RS RE PRE SENTATIVES 
WANTED. Manufacturers’ Representatives now 
calling on Hardware distributors and jobbers 
wanted to handle line of polyethylene flexible 
pipe. Reply giving territory covered, number of 
field men working, number of wholesale ac- 
counts being sold. Most territories open. Reply: 
CONSOLIDATED PIPE COMPANY OF 
AMERICA, 1066 Home Avenue, Akron, Ohio. 


MANUFACTURERS’ REP RESENTATIVES 
WANTED. Territories available in New York 
State, Michigan, Indiana, Lllincis, Wisconsin 
and Kentucky. We manufacture a complete line 
of tubular products, including clothes posts, 
closet rods, mail box posts, etc. A representative 
with a following in department store, large chain 
store, and wholesale hardware trade desired. 
Please write giving full particulars. ZOPPELT 
MFG. CORP., 32 E. Bridge St., Berea, Ohio. 

WE ARE OPENING THE TERRITORIES 
OF KENTUCKY, OHIO and WESTERN 
TENNESSEE. Have openings for energetic 
salesmen to handle our line of inexpensive paints 
in conjunction with other compatible hardware or 
variety line you are now handling. Highest 
commissions paid on a product that is well estab- 
lished in 12 Southeastern states. This is an 
opportunity to handle competitive priced paint 
that is a tremendous merchandising item in all 
types of stores. Give full details in first letter. 
Hampton Paint Mfg. Co., 
ginia, 





Inc., 


Hampton, Vir- 
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WANTED 
Manufacturers Representatives 


Switchplates and House Numbers. Need representa- 
tion in many areas for a quality line of nationally 
known wrought iron and 24 kt. gold plated, 88¢ 
retail switchplates and 24 kt. gold plated house 
numbers. Attractively skin packaged, have had 
enthusiastic acceptance in the department store and 
wholesale trade. Contact Sam Beychok, Booth 
C-1012, NHS Show, January 11-16, Navy Pier, 
Chicage, or write Southern Fabricators Corp., 225 
Aero Drive, Shreveport, La. 











EXCLUSIVE PROTECTED TERRITORIES 

en for nationally distributed unique water re- 
~ allen plumbing specialty item packaged for 
~s to plumbing supply houses, hardware distrib- 
utors and retailers. Unique demonstration sells 
8 out of 10 on first call. Address: Box 123, care 
of Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 


SALESMAN PLUMBING SPECIALTIES to 
sell for established national distributors, exclusive 
territory, 10% commission. Write full details 
with references. Replies confidential. Akron 
Supply Co., Inc., 216-218 Grand Street, Brook- 
lyn 11, New York. 


FACTORY REPRESENTATIVE DESIRES 
ASSOCIATES working Ohio, Indiana, Illinois, 
Wisconsin, Michigan with good reputation and 
coverage entire wholesale hardware and contract 
builders hardware field. We represent numerous 
major builders hardware manufacturers. Desire 
combining our sales efforts with aggressive associ- 
ates. For particulars write: Address: Box N-22, 
care of Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


ACTIVE, AGGRESSIVE 
TIVE WANTED. Leading manufacturer of com- 
plete line garden products, Hose, sprinklers, etc., 
seeks top men to handle top competitive line. Ali 
territories, all trades. ust be hr and 
“Live” salesmen. Address: Box 111, care of 
HarRDWARE AGE, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


REPRESENTA- 


FACTORY REPRESENTATIVES WANTED 
by Manufacturer of an amazingly new patented 
Sash Lock (that is fully automatic, also a ter- 
rific replacement item) calling on wholesale hard- 
ware, lumber, and building supply trade. Exclu- 
sive territory open in Central, South and Western 
States. Address: Vanart Engineering Co., 3504 
River Read, Franklin Park, Illinois. 


LOOKING FOR A PROFITABLE PAINT 
BRUSH LINE? We are well known national 
manufacturers of high quality, competitively 
priced, paint brushes of every description; pure 
bristle and nylon. Several a = territories 
are now available. Very high commission, pro- 
tected territories, all shipments prepaid. State 
full particulars in first letter. All replies confiden- 
tial. Address: Box J-11, care of HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


EXPERIENCED SALESMEN TO SELL 
FISHING CAPS, Baseball, Sport Caps, as a 
SIDE-LINE. MAKE up to $75.00 extra weekly. 
10% commission. State experience, reference and 
territory covered in first letter. CINCINNATI 
HAT & CAP CO., Power Bldg., Cincinnati 2, 
Ohio. 


























BROKER—SALES REPS 


Calling on Hardware, Houseware and Garden 
Supply Jobbers, etc., fur a pew, proven, non- 
competitive, large volume and faust repeat item. 
Popular priced, beautifully packaged replace- 
ment for soil. To be used in gardens, planters. 
window boxes, etc. Specify territory you cov- 
ered. 

Address Box (18, care of HARDWARE AGE 

Chestnut & 56th Sts., Philadelphia 39, Pa. 











HARDWARE SALESMEN 


Calling on retail 
dealers, 
concerns. 


hardware and lumber yard 
also plumbing and electrical supply 

One size Screw Anchor fits all 
screws and designed for all type of walls. 
High Commission. Protected territory to 
qualified salesmen, 


FITSALL SCREW ANCHOR 
_ 473 S. Franklin St., Hempstead, New York 


REPRESENTATIVES WANTED 


Experienced Hardware Representatives now ealling on 
Wholesale Hardware, Builders Hardware, Buliding 
Supply outlets, Lumber yards, Millworks. Complete 
line of Bi-Pass Sliding door Hardware, Pocket door. 
Folding door hardware, Aluminum weather stripped 
threshelds, Aluminum weather stripped door stops— 
Quality, yet most competitive. 10% Commission— 
Repeat ee territories. 
S. Aluminum Products Corp. 
P.O. - 12, North Miami Beach, Florida 


SALESMEN: 
lished following 


























Hardware Salesmen with estab- 
RETAIL hardware, mason and 
lumber dealers. Quality line. Good commission 
to energetic salesmen. Excellent opportunity. 
Please submit brief outline present activities, and 
area covered. Address: Box 102, care of Harp- 
WARE Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 





Accounts Wanted 


REPRESENTATIVES 


Covering all phases of jobbers. Can render reliable 
aggressive service. We are national distributors with 
established actively operating branch offices in New 
York, Philadelphia. Detroit, Cleveland and Louis- 
ville. We carry the account or you can bill direct. 
Inquiries invited. WRITE ANCO Corporation, 7 
Wood Street, Pittsburgh 22, Pa. 

















Consistent, Conscientious, Concentrated cover- 
age of metropolitan New York and New Jersey. 


BOBROW LEWELL ASSOCIATES 
814 Broadway, New York 3, New York 


(We get results) 























BALTIMORE-WASHINGTON AREA Superb 
opportunity for manufacturer or = Highest 
calibre, successful agent must relocate to home 
area befcre July. Interested only in top quality, 
established, basic hardware and/or garden lines 
on exclusive basis to jobber and/or industry; or 
comparable agency. Fifteen years successfu] top 
management and field sales. Best references. Re- 
lies confidential. Address: Box 122, care of 
[ARDWARE AcE, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 
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Accounts Wanted 








MFR. REPRESENTATIVE 
20 Years Sales and Managerial Experience 


We desire one additional line. Hard- 
ware and Mill Supply. Now selling to 
both type jobbers in E. Penna., So. 
Jersey and Del. 
Address Box 109, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








EVERYBODY'S MOVING 
TO CALIFORNIA! 


DO YOU HAVE IT COVERED? Mfg. 
Rep. has blanket. 


Address Box 106, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














CUBA 


Manufacturers’ representatives covering the 
whole country interested in adding plumbing, 
building and hardware lines. Aggressive repre- 
sentation guaranteed. Prepayment of solicited 
samples. Commission basis. 


Address: Raul Rio, P.O. Box No. 4095, Havana, Cuba 











ATT’N MANUFACTURERS: have _ twenty 
years experience in Hardware, Housewares and 
Paint past ten years as Purchasing Agent and 
Sales Manager of Wholesale Hardware firm. 
opening centrally located Agency. Want limited 
number of lines for Missouri, Kansas, Oklahoma 
and Arkansas, full coverage guaranteed. Address: 
Box N-34, care of Harpware Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 


DOES YOUR LINE NEED A VETERAN'S 
ABILITY TO develop accounts on a Long- Term 
basis? 12 successful years in Phila.-Balt.-Wash. 
area with three key lines Will concentrate on 
one more solid account. Hundreds of customer 
friends—wholesale hardware, dept. store, chains, 
premium, and other volume users. Address: Box 
117, care of Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


SLIDING DOOR FRAMES, SLIDING 
DOOR HARDWARE and related’ lines wanted 
by Trio of Competent and Experienced manufac- 
turer’s representatives in Michigan, Ohio and 
Indiana. Eight years experience with company 
that has just been sold. Address: Box 104, care 
of Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 


MANUFACTURERS AGENTS READY FOR 
1959. New York City Sales Office. Established 
among Chain Syndicates and Distributors. Main- 
tain 5th Avenue Display Rooms. Seeking — 
Good Line. Address: Box 101, care of Har 
wy! AcE, Chestnut & 56th Sts., Philadelphia 
33, Fa 


FASTENERS 
New York above 
gland. 
jobbers, 
lines 
10 Ss. 


RELATED HARDWARE. 
New York City, New En- 
Covering Hardware, mill supply, marine 
industrials and users. Open additional 
Modern offices and facilities. F. D. Co 
Broadway, Nyack, New York. 


MANU FACTURE 
COVERING Northern California area and Ne 
vada wants General Hardware, Household and 
Sporting Goods Lines. Warehouse & Distribu- 
tion facilities. Address: Box 107, care of Harp- 
waRE Ace, Chestnut & 56th Sts., Philadelphia 39, 
Pa. 


REPRESENTATIVE 


UPSTATE NEW YORK MANUFACTUR- 
ER’S Sales Agency wants lines for the Whole- 
sale Hardware, Industrial Supply and riuning 
and Heating trades. Traveling three men all 
eight years experience calling on the trades. Ad- 
dress: Box N-38, care of Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 


REPRESENTATIVE SALESMAN 
years experience calling on Hardware Jobbers in 
Fast Pennsylvania, Delaware, Sout Jersey, 
Maryland and D. C. invites proposals for lines 
in Hardware and Related fields. Wharton 
Graduate. Address: Box 121, care of HarRDWaARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


WITH 5 


REPRESENTATIVE NOW CALLING ON 
HARDWARE an Implement dealers in Penna., 
New Jersey, and Ohio would be able to take on 
a few additional lines as Manufacturers Repre- 
sentative Address: Box 119, care of Harp- 
warE Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


HARDWARE AGE, JANUARY 1, 1959 





| GINIA 


| mill supply 





LINES FOR SOUTH 


manufacturers 


TEXAS wanted by 
representatives. Covering hard- 
ware, stamp, builders, and department store trade 
for past ten years. Interested in lines for whole- 
sale trade; also lines or items to be sold 
to dealers. Please state company policy 
answering. Good coverage guaranteed. 
Baron F. Dakin & Associates, 1305 
Avenue, Corpus Christi, Texas. 


| CAROLINA AND VIR- 
Established agent offering complete and 
coverage at wholesale hardware and 
Interested in representing ma- 
jor hard-good manufacturer. Able and willing 
to perform all functions associated with distrib- 
utor sales. Address: Box N-33, care of HARDWARE 
AcE, Chestnut & 56th Sts.. Philadelphia 39, Pa 


Help Wanted 


direct 
when 
Address: 
Florida 


NORTH-SOUTH 


frequent 
level. 











DEALER PROGRAM MANAGER 


We want a man to head our ‘“‘DEALER 
SERVICES DEPT.,” one who has work- 
ed with a Distributor who had a dealer 
program. Our operation includes all ele- 
ments such as surveys, inventory con- 
trol, layout and fixturing, advertising 
and sales promotion, store door delivery 
service, sales training, etc. The man 
we want must be able to coordinate 
these into a package. 


This is an exceptional opportunity with 
a young, growing Eastern organization. 
All replies treated confidentially. 


Address Box (15, care ef HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











Business Opportunities 








DO YOU WANT TO RAISE CASH 
DO YOU WANT TO SELL OUT? 


If you want a sale, reduction, money raising, 
removal or closeout, get America’s most re- 
liable and productive sales plans. Send for 
prospectus today. 


J. H. Voll Sales Service 
115 West Main Street Madisen, Wis. 














WANTED TO BUY! 


Surplus nails of all kinds. Also nails 
that have been water damaged. Must be 
in original cartons. Write us giving 
type, size and amount. 


SALT CITY SURPLUS CO. 


2005 Teall Ave., E. Syracuse, N. Y. 











WANTED TO PURCHASE 


Surplus and Discontinued items any 
quantity, also Machine Tools and 
other equipment. 


Address Box (24, eare of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














OPENING NEW HARDWARE STORE. De- 
sire an experienced man to manage the entire 
business. Very good opportunity for experienced 
hardware man. Address: Box 114, care of Harp- 


7 ARE Acre, Chestnut & 56th Sts., Philadelphia 39, 
"a 





PROMOTION MAN 


WANTED—An experienced Hardware and 
Housewares Man who has handled adver- 
tising and sales promotion of a Hardware 
Distributor, including 
booklets, promotions, Sood oppor- 
tunity for a younger, experienced man. 
Location East Coast suburban community 
with good conditions. 
growing, progressive distributor. 
particulars to 


periodic flyers, 


etc. 


living Young, 


Send full 


Address Box 1/6, care of HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














SALESMEN CALLING ON HARDWARE, 
Rack and Houseware Jobbers. To sell well 
known line of Flashlights and Batteries. All ter- 
ritories open commission basis. Address: Box 
113, care of Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





Business Opportunities 








WANTED SPECIALTY JOBBERS 


Traveling 3 to 10 men in the midwestern. 
southwestern and northwestern states. We 
have a good proposition for you to sell a com- 
plete fastener line that will fit in with your 
present operation. Write us for details. 


SHARON BOLT & SCREW CO., INC. 
ENDICOTT ST.. NORWOOD, MASS. 

















HARDWARE-GENERAL 
$150,000, same owner 10 
equipped attractive store, 
days to 9 P.M., 
drive-in parking, 
dress: Box 103, 


1957 sales 
completely 
employs 6, 
good lease, 


STORE, 
years, 
A-1 location, 
Pennsylvania city, 
$65,000 stock, priced right. Ad- 
care of Harpware Ace, Chest- 

nut & 56th Sts., Philadelphia 39, Pa. 


NO EXTRA CHARGE to have your name 
and address beautifully embossed on 117 different 
key blanks. Order as few as three dozen of 
any number. Write for bulletin No. 858, which 
also contains 19 comparative number lists and 
automobile number chart. HAZELTON CHAIN 
CO., 81 Kemble St., Roxbury 19, Mass. 





roOL AND DIE MAKER willing to 
in a going manufacturing business. 

good health—-best of reterences 
108, care of Harpware AGE, 
Sts., Philadelphia 39, Pa. 


RETAIL HARDWARE STORE FOR SALE: 
Established 32 yrs. located in Seuth Jersey Area 
in a tast growing community (where Prudential 
insurance Co. is now erecting over a three mil 
lion dollar office bldg.). Stock ot over $17,000.00 
of hardware, paints, plumbing supplies, house 
wares, all hardware furniture and fixtures. Brick 
and frame store bldg. with two five room and bath 
each income producing apartments over store, 3 car 
garage and adjoining 2 story warehouse. Must 
dispose of at once due to illness. Will sell for 
$50,000.00 which is below cost and more than 
$15,000,00 below today’s replacement cost. No 
Brekers. Address: Box 120, care of HarDWARE 
AGE , Chestnut & 56th Sts., Philadelphia 39, Pa. 


H ARDW ARE-APPLIANCE retail store. Estab- 
lished for over 40 years. Located in central 
Calif. in main shopping area. Clean stock of 
hardware, housewares, gifts and paints with fran- 
chises on brand name appliances and television 
Modern store and fixtures. Excellent long term 
lease. Sales volume for 1957, $300,000. Sacrifice 
sale at well below cost due to age ‘and ill health 
For details. Address: Box M-26, care of Harp- 
waRE Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


invest 

Middle age 
Address: Box 
Chestnut & 56th 





Positions Wanted 


EXECUTIVE - SALES - ADMINISTRATION 
able, hard-working, personable, well-travelled, at 
torney, 39, married, 14 years experience selling 
administrative and supervisory sales. Specialized 
Housewares, Hardware, Packaged Goods to 
Wholesalers, racks supers, department stores, na- 
tional chains, catalog, premium, etc Proven suc 
cessful sales record in Eastern Market. Pertect 
choice as District Manager. Fully experienced 
running office, staff, allocations, prometions. De 
sire responsible position with manufacturer, im 
porter or similar organization. Current earnings 
$10,000. Address: Box 110, care of HaRDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


STORE OR DEPARTMENT MANAGER, 
age 30, married, presently traveling for major 
hardware jobber, successful sales record, 18 years 
Retail and Wholesale Hardware’ experience 
Broad knowledge of buying, sales merchandisin 
techniques, and display. Prefer firms intereste 
in progressive merchandising and sales methods. 
Address: Box 112, care of Harpware Ace, Chest 
nut & 56th Sts., Philadelphia 39, Pa. 


EXPERIENCED HARDWARE AND MILL 
SUPPLY man, manager salesman, purchasing, 
pricing quotation, credits, collections, inventory 
expediting, etc. Good at figures and details, 
Graduate college Business administration inti- 
mate Knowledge of all phases hardware business 
moderate compensation acceptable. Would con 
sider part_inside and outside arrangement. East 
coast of Florida vicinity of Fort Lauderdale or 
Miami after the Ist of the year. Address: Box 
105, care of Harpware Ace, Chestnut & 56th 
Sts.. Philadelphia 39, Pa 
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HARRIS BLISTER PACKAGE 


AND STANDARD CARDS 
LOW COST PLAN 


Now you can put extra impulse sales appeal in your 
product, with full view-pilfer proof blister packaging 
with our semi-stock standard sizes of cards and 
minimum tooling plan. 


Let Harris’ sales staff prove how this new method 
of carding merchandise can reduce your packaging 
cost. Write for our prompt quotations to your 
requirements. 


55 PAWTUCKET AVENUE 
ARRIS, Lie EAST PROVIDENCE 16,R. |. 


Over 50 years of Modern Merchandising Aids 





S. P. 





| Aluminum Company of Amer- 


| Ambroid Co., 





| American 


| Ames Co., 
| Ariens Co. 
| Artistic Wire Products Co.., 


| Auto-Flo Corp. 
| Automatic Spray Service 











STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS 


<i Fi E-RASP 


EASILY CUTS, FILES, SHAPES 


j 


« Masonite 
8 Plaster 


s Soft Metals 
@ Plastics 
s Wood 


Ask Your Jobber. 
Or Write 
TEC IMPORTS 


15001-03 Califa 
Van Nuys, Califormia 


STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS 


S119S MOVEIINDUS—IDIANIS 413S—ST19S AWOVEIINOUS 


COARSE AND FINE CUTTING §=* CANNOT “LOAD” 


f 


STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS 
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Acme Shear Co. 88 
Alloy Metal Wood Products 
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American Chain Div., Ameri- 
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Artwire Creations. Inc. 140 
Atlas Tack Corp. 108 
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Ballonoff Metal Products Co. 87 | 
Bassick Co., The 120 
Big Boy Mfg. Co. 26 
Borden Co. 

Chemical Div. 
Brown, Inc., John Clark 


92 
18 


Cc 


Century Products, Inc. 127 | 
Chattanooga Royal Co. 9! | 
Cleveland Rubber & Plastic 

Co. | 92 | 
Colorite Plastics of New Jer- 


93 


DeWitt Products Co. 
Devcon Corp. 
Dicks-Armstrong-Pontius, Inc. 
Disston Div. 

H. K. Porter Co.., 


Inc. 


Drop-Lite Electric Mfg. Corp. 


| ole Mfg. Co. 
Edlund Co., Inc. 
| Embree Mfo. Co. 
Empire Brushes, Inc. 


F 


Inc. 


Fuller Tool Co., 


G 


| Gam Mfg. Co. 

|General Electric Co. 
Appliance Div.—Electric 
Fans ... 

General Slicing Machine Co. 

Gering Products, Inc. 

Graham & Co., Inc., John H. 
Seymour Smith & Son, Inc. 

Gries Reproducer Corp. 


H 


| | Hamilton Import Corp. 
Cal-Dak Co., The 30 | 


Hanson Scale Co. 
Harris, Inc., Samuel P. 
Hemp & Co., 
Thermos Products Co. 
Hoyt : Worthen hervenie 
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| Hyde Mfg. Co. 
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17-99 


| Continental Can Co., 
| Cooper Thermometer Co. 


sey .... | 
Columbus Plastic Products, 
Inc. 
Inc. 


| Hy-Ko Products 
19 

22 | 
87 


149 


| Crown Rubber Co. 








THE SNOW 


TUB and TI LE) 
CAULK 
MILLION 


PROVEN TIMES 


FREE SAMPLE —Jobber inquiries invited 


DE WITT PRODUCTS CO. 
5858 PLUMER ST. + DETROIT 9, MICH. 


WHITE PLASTIC IN A TUBE 


RETA\L 


148 





Corning Glass Works 


37-40 | 
149 | 


D 


Dalton Mfg. Co. 
Dazey Corp. 
Landers, Frary & Clark 


126 





20 | 


Jacobus Sons, 
| Jenkins Bros. 
Jiffy Enterprises, 


Institute of Surplus Dealers, 
Inc. 


Inc., A. G. 


Inc. 





133 
124 
135 





NOW IN THIS NEW SELF-SELLING 
BUBBLE PACK DISPLAY CARD 


e wuduiD 


PORCELAIN GLAZE | 
“OR REPAIRING) cuuppeD PORCELAIN 


on SINKS, BATHTUBS, REFRIGERATORS 


and all Porcelain Items where 
Heat is Not Subjected to Surface 


“TILETTE” LIQUID 
PORCELAIN GLAZE 


A fast seller since 1925 
Repairs chipped porcelain 
quickly, easily, permanent 
ly Stays white; water 
proof. Ready to use; dries 
quickly. See how this new 
pack with handy brush wil! 

your sales. Order 


Ask Your Jobber or Write 
TILETTE 


CEMENT CO., INC. 


401 LAFAYETTE ST. 
NEW YORK 3, N. Y. 
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Kason Hardware Corp. 
Kedman Co. .. 

Kerr Wire Products Co. 
Kol, Inc. 


L 


Landers, Frary & Clark 
Dazey Corp. 
Universal 

Lawn Boy Div. 
Outboard Marine Corp. 
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Magic Iron Cement Co., Inc. 
Marglo, Inc. 
Marshalltown Trowel Co. 
McGill Metal Products Co. 
Meakins McKinnon, Inc. 
Merchant & Evans - 
Miller & Co., Inc., Robert E. 
Minnesota Mining & Mfg. 
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N 


National Screw & Mfg. Co. 
Niagara Chemical Div. 
Tool Machine & Chemical 
Co. 


North & Judd Mfg. Co. 
P 


Panef Mfg. Co., 

Parvin Mfg. _ 

Pioneer Gen-E-Motor Corp.. 
Plas-Tex Corp. . 

Portable Electric Tools, Inc. 
Porter Co., Inc., H. K. 

Disston Div. 
Presto Lock Co. 


? 
Quickie Mfg. Corp. 


x 
Red Devil Tools .......... 











Revere Copper and Brass, 
Inc. Rome Mfg. Co... 

Rhopac, Inc. 

Rich, Inc., Howard B.. 


| Ru-Son Products Co. 


S 


Scharf Mfg. Co., J. H..... 
Schumacher Co, F. E........ 
Scovill Mfg. Co. ........... 
Sherman Mfg. Co., H. B..... 


Simonds Saw and Steel Co.. 


Skuttle Mfg. Co. 
Slater Electric & Mfg. Co., 
Inc. : 
Smith & Son, Inc., Seymour 
John H. Graham & Co., 
Inc. 
Stanford Pottery, Inc. 
Stanley Works, 
Electrical Tool Div. .... 
Swing-A-Way Mfg. Co.. 


T 


Tec Imports .. ” 
Tilette Cement Co.. Inc. 


U 


U. S. Plywood Corp. 
Industrial Adhesives Div. 
Upland Industries, Inc. 


Ww 


Wallace Silversmiths ..... 
Washburn Co., The ...... 
Water Master ........ 
Weller Electric Corp. 


West Georgia Mills, Inc. .. 


Westinghouse Electric es 
Lamp Div. ... | 

White Metal Rolling & 
Stamping Co. 

Woodhill Chemical Co. 


Worthington Co., George, 


he ics 
Wright-Bernet, Inc. | 
Wright Steel & Wire Co., 
G. E. aa ar nO 


Z 
Zinsser & Co., Wm. 





PICTURE 
HANGERS 


and Eyelets 














NEW! 


RICH VICTOR 


EXTENSION LADDER 


Here 


is an extension ladder that 


has received wide acceptance 


by utilities - industry - 


painters ~ 


builders - wherever extension 
ladders are used, These features 
are found ONLY in the Rich 
Victor Extension Ladder 


Wood rails 
Aluminum Rungs 


Wood parts Preservative 
Treated Before Assembly 


Will not conduct electricity 


e Weighs less than 2 pounds 


per foot 


WRITE FOR 
COMPLETE 
CATALOG 


HOWARD B. RICH, INC. 


P. O. BOX 120 * CARROLLTON, KENTUCKY 





Vaan 


Headquarters for 





CORRUGATED 
CARPET-LIKE 

















STAIR 
TREADS 


Contact your wholesaler or write 





New Tile Treads 











a ; » directly to 





—_——T 








All weights—all sizes 
Solid or Marble Colors 


Curved Nose or Full Riser 


RUBBER COMPANY 


Fremont. Ohio 











NEW! 


Wide-angle Reflecting 


Driveway Markers . 


| The perfect marker for keeping cars on the driveway, and 


800 MILLION SOLD off the lawn. No blind sides—360 degree visibility. | 
NO HAMMER! NO NAILS! SAVES : » - teties than deen snow, and most border 

. shrubs. mart contemporary styling adds decorative note. 
WALLS! Goes on Tile, Glass, Wood, Reflector is 3'/o” high, finished in brilliant traffic-red 
Plaster, Concrete, Masonite. See us at 


““Scotch-lite’’ reflective sheeting—entirely weather- and 
NATIONAL HOUSE- 
Pkg. of 
" 19¢ 





ns saoged — is heavy rustproof, discolorproof bright 
inished aircraft aluminum. Packed 12 to self-selling dis- 
WARES SHOW, Booth play carton. Retail 98c per marker. Easily sold in sets 
507, Navy Pier, Chicago, 
for Jobbers Special, Jan. 


of 2 or more. 
12-16, 1959. 
Patented In U. S. & Foreign Countries 
JIFFY ENTERPRISES, INC. 


150 N. 13th St., Phila. 7, Pa. 
Canadian Dist. Fireco Sales Ltd. 
33 Racine Rd., Rexdale, Ontario 

















Order from your jobber 
HY-KO PRODUCTS CO. 
Famous for Signs, Letters, Numbers 


CLEVELAND 3, OHIO 
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Fam MARSHALLTOWN 
SOTO TROWELS 


MARSHALLTOWN TROWEL COMPANY e¢ MARSHALLTOWN, IOWA 











Did you ever stop to realize that on a 30% profit 
basis you have to sell the first 9 pieces out of each Ever Try A 

dozen just to cover your purchase cost? So the last 

three remaining pieces represent your other costs— Pottery Corner? 


ND PROFIT. / ‘ : be h s 
- a a And those last three may be hardest The wide variety of STANFORD- 


WARE vases, planters, ash trays 

Use the Stanford and figurines are beauties, and 

will attract lots of attention— 

MINIMUM-INVENTORY PLAN! ct GGA Wen een Guts 6 

big variety in just a few square 

feet. They sell ‘‘like hotcakes'’. 
Write us today. 


It’s simple—you can buy just 2 or 3 each of a large 
variety of designs, styles, colors of planters, ash trays, 
vases, cookie jars, range sets, etc., in beautiful highly 
glazed Stanfordware. They will sell faster, your in- 
vestment is less, your capital is kept free, and you 
replace quickly those pieces that move fastest. Your 


nearby Franchised Stanfordware Distributor will 7 | ING 
*Our name for that ‘'stock- usually supply you in 24 hours or less. You’re not TAN P ° 
left-over-unsold'' condition ked. h b k lai : : ‘ 
that plagues so many re- overstocked, have no breakage claims or big freight Creative Manufacturing Potters 
tailers bills. Write today for details. 
Dept. A SEBRING, OHIO 




















A TOP 
ELLER! | 
SELiee | GOVERNMENT & INDUSTRIAL 


$2.98 


ae | SURPLUS FOR SALE 
| ~— atthe ——~~~~—~ 


Se y yA! INSTITUTE OF SURPLUS DEALERS 
a. real_money-maker! NO-ADJUSTMENT FLANGE MAKES . | 9th ANNUAL TRADE SHOW 


INSTANT INSTALLATION QUICK, EASY, PERFECT. KLOZA- 


Renee m4 
LITE is the original ON-OFF closet lite . . . works se | January 25, 26, 27, 28—1959 
every time. 


Strong aluminum, one-piece solid construction. Built to NEW YORK TRADE _ BLDG. 500 8th AVE., N.Y.C. 


satisfy your customers 100%! 


PLACE YOUR ORDER WITH US TODAY! Name the wholesaler ; : 
you want to handle the order and we'll take care of the rest. *Pat. No. 2,671,162 For further information write Fred D. Reder 


Institute of Surplus Dealers, Inc., 700 8th Ave., N.Y.C. 
SLATER ELECTRIC & MFG. CO., INC. ¢ SEA CLIFF AVE. * GLEN COVE, L.1., N.Y. 


watch DESSTON in ’59 


DISSTON DIVISION °° K. PORTER COMPANY, INC. 


Stupendous Assortments! Bargains Galore! 














_—_ —_ _— _ —_-— - ~~ * 























REMCO ... . Bakelite Furniture Rests and Caster Caps 





REMCO CASTER CUPS ARE PACKED 

4 TO A SET IN A COLORFUL 

ORANGE AND BLACK CARTON 

WHICH HIGHLIGHTS THE MAHOG- 

ANY CASTERS, MAKING THEM AN 

EYECATCHING COUNTER DISPLAY 

ITEM. THEY ADD LIFE TO CARPETS, 

RUGS AND FLOORS, BY ELIMI- 

‘ NATING UNSIGHTLY DEPRESSIONS 

Drive on Type : ie CAUSED BY HEAVY CASTERS, ETC. 
Sizes 1”, ’ 

lo”, 2” 





Makers of World Famous 
DOMES OF SILENCE 


PINTLE TYPE—Sizes 1'/2”, 2” 


Ask your jobber or write— ROBERT E. MILLER & co., INC., 35 Pearl St., New York 4, N. Y. 
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Fasteners f 


THE PERFECT BALANCE 


° Dependable Bolts 
° Sturdy Packages 


Durable steel! Uniform, smooth threads! Heads that hold 
with extra strength! That’s the quality you'll find in 
National’s most complete line of bolts. 

The color-coded label on the National package tells 
you immediately what type of bolt it contains. And high- 
visibility printing makes it easy to read... helps speed up 
selling and makes stock handling a cinch. Smudges or 
finger stains won’t show on the glossy surface of these 
sturdy boxes either, so they always look good on 
your shelves. 

Stock the complete line of National bolts. Their de- 
pendable quality and attractive packaging are a perfect 
balance for repeat business. All sizes and thread types 
are available. 


NATIONAL SCREW & MFG. CO. OF CAL. 
3423 So. Garfield Ave., Los Angeles 22, Cal. 


Div. of The National Screw & Mfg. Company, Cleveland 4, Ohio 


. 
gaat 3° 
tee -_ Po 2 4 . 
cere eee | 


CARRIAGE BOLTS « MACHINE BOLTS « LAG BOLTS 
CAP SCREWS * WOOD SCREWS « PIPE PLUGS 
MACHINE SCREWS ¢ NUTS « TAPPING SCREWS 

STOVE BOLTS e COTTER PINS 


# Hodeli Chains . Chester Hoists 
- fs) 





Great News for Outdoor Chefs 
these brand new, grand new 


RBECUE TOOLS 


BARBECUE FORK and TURNER 


Worthy companions. . . sturdy, 3-prong carving fork with a raised 
center prong for a firm ‘3-point”’ hold on roast, fowl or steak . . . and 
a man-sized turner, ruggedly built for the ‘“‘master’’ chef, with a large, 
heavy-duty blade approx. 5” x 5”, that lifts meat, turns pancakes or 
scrapes the grill. 

Both of polished Stainless Steel with handsome handles branded in 
the exciting, exclusive new Navajo “Deer and Cloud” design . . . 
leather thong for hanging. Overall—22”. 











Maintain Your Leadership in Barbecue Tools 


Feature the complete line in ‘59! 


made by THE WASHBURN COMPANY - 





Rockford, Illinois «+ Worcester, Mass. 











